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Indications At Edison Institute Sales Meeting 
Point To Utility Backing Of Dealer Selling 


(Concluded from Page 1, Column 5) 
Mr. Vecker suggested that utility 
companies ask themselves’ these 
eight questions: 

1. Are the leading appliance man- 
ufacturers and distributors getting 
sufficient sales volume in the terri- 
tory to justify the expense of an 
advertising and promotional pro- 
gram? 

2. Is it feasible for the utility alone 
to make available to customers a 
sufficient variety of brands to get 
the benefit of national advertising? 

3. Is the utility’s advertising ap- 
propriation ample, and its promo- 
tional program extensive enough, to 
reach all buying classes? 

4, Can the utility alone have suffi- 
cient display rooms and sales rooms 
to serve the prospects in the mass 
market ? 

5. Could the utility alone increase 
its sales personnel to the point where 
all prospects can _ be approached 
periodically ? ; 

6. Is it conducive to good will 
for the utility to handle lines and 
use methods which do not allow 
much merchandise brand preference? 

7. Should the utility add the extra 
responsibility of financing and serv- 
icing appliances in its territory, when 
its main interest is in selling utility 
service ? 

8. Is the cost of getting business 
through a_ single-handed merchan- 
dising method profitable? 

If the answer to these questions 
is “no” (and it was, to Carolina 
Power & Light Co.) a program of 
dealer cooperation is the alternative, 
in Mr. Vecker’s opinion. 

Before the utility put its cooper- 
ative merchandising plan into effect, 
Mr. Vecker said, a survey of dealers 
in the territory showed few, if any, 
really good appliance merchandising 
outlets. 

Handling two lines of appliances, 
the utility had accounted for approxi- 
mately 80% of the retail sales made 
in the area. Percentage of sales made 
through dealers was so slight that 
other manufacturers weren’t con- 
cerned with the territory. 


Power Company Man Tells ! 


Results Of Cooperation 


That was three years ago. Then 
the cooperative dealer program was 
inaugurated after discussions with 
manufacturers, distributors, and 
dealers, with the following results: 

1. Number of major appliance 
dealers in the territory increased 
500%. 

2. Dollar volume of electrical ap- 
pliance sales increased 10-fold. 

3. Average kilowatt-hour consump- 
tion in the area increased 71%, com- 
pared with an increase for the na- 
tion of 28%. Current consumption in 
the territory is now 44% higher than 
the national average. 

4. Merchandise capital was reduced 
46% on the part of the utility. 

5. During the period, combined ap- 
pliance sales by dealers and the 
utility increased 249%. 

6. Cost of getting this additional 
revenue decreased; for 1937, it was 
43% less than for 1936. 

During this period of increased 
sales and revenue, due to dealer co- 
operative activities, there was no 
resort to cash concessions or sales 
subsidies, Mr. Vecker declared. No 
long-term financing arrangements, 
free wiring, or bonuses were offered. 

Most favorable result of the com- 
pany’s switch in selling plans, said 
Mr. Vecker, was in the intangible 
matter of better public relations. 'This 
good will, he went on, cannot be 
bought at any price, and still is 
worth much more than any money 
spent directly on public relations 
work. 

Fundamentals of a successful co- 
operative program between utility 
companies and dealers, Mr. Vecker 
concluded, are: 

1. The utility must continue to 
merchandise some appliances, espe- 
cially those not fully accepted, in 
addition to its active cooperation 
with dealers in selling other appli- 
ances. 

2. Every detail of the cooperative 
plan must be made simple and clear, 
so that all factors can easily under- 
stand it. 

3. The cooperative plan must re- 
main in effect only so long as dealers 
take full advantage of their sales 
opportunities under it—and dealers 


should be made to recognize this fact. 

4. There should be no specific prod- 
uct mentioned in the cooperative 
drive—convenience, cheapness, and 
other advantages of modern electric 
service should be stressed. 

5. The plan should foster closer 
cooperation between the sales forces 
of dealers and the utility on matters 
of compensation. 

6. There should be no service dis- 
crimination between the _ products 
handled by different manufacturers, 
distributors, or dealers. 

7. Services of the home service 
department of the utility should be 
made available to all factors, utility 
salesmen and dealer men alike. 

8. There should be plenty of adver- 
tising and sales promotional support 
for cooperating dealers. 

9. The utility should have a staff 
of full-time men on dealer sales pro- 
motion work, and should promote and 
underwrite the holding of periodical 
dealer meetings, sales schools, and 
other educational efforts. 

10. The utility should remember 
that any cooperative activity is a 
give-and-take proposition. A simple, 
sincere attitude on the part of the 
utility is most essential. No advan- 
tage will result from a policy of 
giving dealers “lip service” only. 


What 1937 Promotion 
Did On Refrigerators 


In urging utility companies to get 
behind the Modern Kitchen Bureau’s 
program of cooperative activity on 
electric ranges, water heaters, and 
refrigerators, G. E. Whitwell, chair- 
man of the Bureau, called attention 
to what he termed the two principal 
objectives in the kitchen program: 

1. The major objective—to sell 
more electric ranges, refrigerators, 
and water heaters. 

2. The minor objective—to focus 
attention on the spots in which those 
appliances are used; the kitchen, in 
the case of refrigerators and ranges, 
and the basement, in the case of 
water heaters. 

Biggest of the Bureau’s_ three 
activities this year is the electric 
range drive, termed by Mr. Whitwell 
“the first national electric range drive 
in the history of the industry.” 

The lower electric range operating 
costs recently effected are them- 
selves a promotional aid in the cam- 
paign, Mr. Whitwell said, praising 
the courage of range manufacturers 
in undertaking so broad a cooper- 
ative promotion at the present time. 

Results of one of the six weeks’ 
“test campaigns” which provided the 
backbone of the 1938 electric refrig- 
eration sales activity were outlined 
in a paper prepared by A. A. Brown, 
of Oklahoma Gas & Electric Co., and 
read by C. E. Greenwood, E. E. I. 
commercial director. 

It was recalled that at last year’s 
sales conference, Mr. Brown had 
urged that the electric refrigeration 
industry get back to selling electric 
refrigeration as a superior means of 
food preservation, instead of selling 
gadgets. 

Much emphasis was being placed 
by salesmen on minor features of 
their respective refrigerators, to the 
disparagement of other makes of 
electric refrigerators, and it was felt 
that a continuation of such tactics 
might easily make the public believe 
all electric refrigerators were bad. 

In some sections, indications of a 
“dogfight” between electric refrig- 
eration and its ice and gas competi- 
tors also had come to light, and it 
was to quell all these undesirable 
moves that a return to the food 
preservation theme was suggested. 


Results Of the Campaign 
In Oklahoma City 


Oklahoma City was selected as one 
of the two “test cities” because it 
was a potential “hot-spot” in the 
electricity-gas refrigeration field, 
with low gas rates, a large propor- 
tion of gas refrigerator advertising, 
and many combination electric-gas 
refrigerator dealers. 

At the same time, however, the 
city had an aggressive electric utility 
company, which was on excellent 
terms with distributors and dealers 
in the territory. 

The campaign was staged de- 
liberately in the post-season period, 


as it was felt that a drive which 


could hold up sales in that territory 
during that period would prove an 
almost sure-fire sales builder in all 
areas during the regular sales season. 

As planned and executed, the cam- 
paign was strictly a “selling” one— 
no low terms were offered, no special 
finance plans were made available. 
Newspaper advertising dominated the 
drive, six half-page insertions being 
used during the campaign. These 
were supplemented by billboards at 
heavy traffic sections. In addition; 
there were weekly meetings of 
dealers and salesmen, at which 
prominent speakers talked on selling 
electric refrigeration, and omitted 
mention of individual makes. 

In addition to the six half-page 
advertisements, a full-page advertise- 
ment carried the names of all Okla- 
homa City food dealers who used 
electric refrigeration in their stores, 
and carried the caption, “The food 
you buy here is kept safe in an 
electric refrigerator.” Food store 
operators also displayed the caption 
on placards in their business places. 

Sales in the Oklahoma City terri- 
tory had increased 25% over 1936 
in the first eight months of 1937, 
with a slight decline noticed in com- 
parative August sales. Refrigerator 
saturation in the territory was 69%. 

The cooperative campaign, how- 
ever, increased sales 40% over the 
same period of the previous year, 
and this increased business held up 
during the remainder of the year. 
Another notable result of the drive 
was an improvement in dealer rela- 
tions in the territory. 

Indication of the success of the 
campaign is given in the fact that, 
although gas refrigerator competi- 
tion in the territory countered with 
a drive in which a year’s supply of 


free gas was offered with the pur- 
chase of a gas refrigerator, this cam- 
paign was canceled before it had 
been half completed. 

During the campaign, salesmen 
were encouraged to sell the idea of 
electric refrigeration, rather than 
just the merits of their particular 
make. This practice is credited in 
large part with helping the drive 
succeed to the extent that it did, as 
well as in keeping sales up during 
the rest of the year. 7 

Water heating should be a 12 
months’ load for the utility company, 
K. M. Robinson, president of Idaho 
Power Co., Boise, told the E. E. I. 
conference. Cost to the utility is be- 
tween $12 and $18 when the furnace 
is used to heat water in winter, he 
said, and the customer doesn’t save 
anything through this practice. 

The greatest handicap to increased 
sales of water heaters, he said, is 
the attitude toward off-peak control. 
Reducing the off-peak hours as much 
as possible will prove a_ stimulus 
to sales, he declared. By selling 
smaller size tanks and a smaller 
heater, utilities will help manufac- 
turers in standardizing their models, 
enable them to obtain volume pro- 
duction, and consequently bring 
prices down, he added. 


Kitchen Promotion Found 


Boost To Individual Sales 


Water heater saturation must be 
reached through off-peak heating, 
Mr. Robinson said; another increase 
in use of these appliances will come 
through the greater use of low watt- 
age heaters. 

What Modern Kitchen Bureau ac- 
tivities in various sections of the 


country during 1937 had done to 
increase sales were outlined by 
L. Martin, manager of the Bureau, ; 


In Spokane, he said, Washington 
Water Power Co. prepared 500 elec. 
tric kitchen plans during the yea, 
resulting in the sale of 298 adqj’ 
tional appliances. In Oregon, Port- 
land General Electric Co. Submitteq 
1,016 plans during the year, 589 for 
existing homes and 486 for ney 
homes, of which 66% were Carried 
out, with appliance sales averaging 
1.7 units per plan. 


Northern States Power Co., Min- 
neapolis, reported 20 dealer all-elee. 
tric kitchens in its territory. wig. 
consin Public Service Co. installeq 
28 complete electric kitchens in 1937 
and on other plans reported the sale 
of 1.3 appliances per plan. 


In Buffalo, 195 kitchen plans were 
presented to customers, 85 of which 
were installed exactly as planned. In 
Cleveland, 48 dealers have electric 
kitchen displays in their showrooms: 
electric kitchens were incorporated in 
24 builders’ homes in 1937, and 5 
builders have agreed to include them 
in their 1938 building program. 


Boston Edison Co. submitted 397 
kitchen plans to prospects last year, 
with sales totaling 54% of plans and 
including 358 appliances, an average 
of 1.5 per plan. 


Connecticut Power & Light Co. re. 
ported the completion of 811 kitchen 
plans, resulting in a volume of $73,- 
820 in electrical appliances. Electric 
kitchens installed by Electric Insti. 
tute of Washington, D. C. totaleg 
1,914; 75 kitchens were sold by Ala- 
bama Power Co.; and Tennessee Pub. 
lic Service Co. submitted 702 plans 
during the year, with sales averaging 
2.24 appliances per plan. 


Go to Your 
Jobber for 


Valves. 


“Increasing Demand” for any 
product used in Air Condition- 
ing and Refrigeration must be 
built solely upon PERFORM- 
ANCE. In A-P Thermostatic Ex- 
pansion Valves and Solenoids 
this performance is demonstra- 
ted in leakproof, accurate, 
supersensitive control of re- 
frigerants. 


Refrigeration Service Engineers also prefer A-P Valves because 
they are easy to install, easy to inspect and clean, and can always 
be depended upon for service-free operation on every job. This 
means always a satisfied customer, building a reputation for quality 


work for the installing engineer. 
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THE COLD 
CANVASS 


They Have Money 
For Prize Fights, 
Don’t They? 


There’s nothing the matter with 
this country that good salesmanship 
won't cure. Repeatedly NEWS edi- 
torials have pointed out that there is 
plenty of money available, and that 
instance after instance of successful 
selling proves the statistics. 

Comes now “Uncle Mike” Jacobs, 
who succeeded to the mantle laid 
down by the late Tex Rickard as 
America’s premier promoter of prize 
fights. Economic conditions, he insists, 
are nothing at all to fret and worry 


about. 

“We are in just as good financial 
condition today in the United States 
as I’ve ever seen it,” he states. 
“People have plenty of money to 
spend for boxing, and they’re spend- 
ing it.” 

If they’re spending it for boxing, 
they ought to be spending it for 
appliances and air conditioning for 
their homes. 

It’s up to salesmanship and sales 
promotion to divert some of this 
money into more admirable and more 
productive channels. 


*. * * 


How To Travel 
Across the Plains 


Arthur G. Eaton, firing line man 
for Delco-Frigidaire conditioning 
products in Detroit, tells one about 
two elderly ladies who drove all the 
way from California last summer for 
a visit. 


En route across the hot plains of 
the southwest the two ladies man- 
aged to drive during the cool morn- 
ings and evenings, spending the hot 
part of each day in air-conditioned 
cinemas. 


How To Air Condition 


A Hurricane —— 
Or Something 


And then there is the case of 
Joseph La Rose, operator of the 
Roosevelt theater, a neighborhood 
cinema on Gratiot near Harper in 
Detroit. Mr. La Rose, who likes 
realism in his theatrical effects, 
offered his patrons the newest per- 
version of air conditioning this week. 


He was showing the picture, 
Hurricane,” in which there is a 
Pretty big wind. If you saw this 
Spectacle, you may recall that the 
Big Wind practically blew a tropic 
island right off the map. 
To get a truly realistic effect, Mr. 
Rose removed a pipe from the 
theater organ, placed it against an 
ar-conditioning outlet, and contrived 
for the air to blow through a large 
bag of water. So... . 


When the Big Storm came along, 
the patrons not only heard the howl- 
ing of the wind and the cracking of 
the trees, they not only saw the 
mighty destruction, but they felt a 
Spray of damp air. 

‘ ‘They were practically living in a 
urricane,” avers Mr. La Rose. “It’s 
a enough to stain clothes,” he 
— “and the patrons loved it. 
j “y felt a little tingle when the 
a, hit them, and it put them in 
on right mood to see and hear the 

Urricane,” 

a a of his co-workers are a little 

: "tul, We hear, as to Mr. La Rose’s 
oy for exhibiting “In Old Chicago,” 
7 ‘tS reproduction of the Chicago 


(Concluded on Page 2, Column 5) 


‘Boost Air Conditioning, Babson 
Tells Government & Business 


By Roger W. Babson 
(Reprinted from Babson’s syndicated newspaper column by permission.) 


SAVANNAH, Ga.—Hatred between 
groups in this country is greater now 
than at any time since the Civil War. 
Scarcely a day passes that some 
group is not at another’s throat. 
With 10,000,000 unemployed, it’s time 
for Washington, business, labor, 
utilities, and investors to pull to- 
gether. Consequently, I hope this 
article will be read by President 
Roosevelt, John L. Lewis, David 
Lilienthal of the T.V.A., and Wendell 
L. Willkie of Commonwealth & 
Southern. At any rate, I am sending 
all these men marked copies. 


WHAT NOT TO DO 


1—Fighting over what now exists 
instead of trying to produce more 
is our first big mistake. Only as 
more is produced is there more to 
divide. If we distributed the entire 
national production equally among 
all the people, omitting small chil- 
dren, it would amount to only about 
what $500 can buy. Here is a simple 
problem for every reader. Total the 
annual wages of the bread-winners 
in your home. Then take the number 
of people in your family, less babies, 
and multiply this number by $500. 
The difference between these two 
figures will show how much your 
family would gain or lose each year 
if the national income was equally 
distributed. You can see that we 
will never get far by fighting over 
what already exists. 

2—Trying to revive old industries 
is our second big mistake. I would 
like to see the railroads helped, the 


farmers helped, the coal miners 
helped, and other groups helped. 
“Helping” these groups by bolster- 
ing up wages and prices, however, 
will never put any more people back 
to work. The trouble with our Gov- 
ernment financing today is that we 
are spending two dollars to save one 
dollar! Furthermore, we will never 
get out of debt by getting into more 
debt. Industries, like people, have a 
definite length of life. A study of 
history shows that prosperity has 
come about through the development 
of new industries—never through 
trying to revive old, existing indus- 
tries. 


A NEEDED NEW INDUSTRY 


During the past three months, I 
have devoted a large amount of time 
to an impartial study of the various 
new industries on the horizon. I feel 
that air conditioning offers the great- 
est opportunity. If the country would 
declare a moratorium on _ political 
back-biting and spend the same 
energy on whipping up enthusiasm 
over air conditioning, 5,000,000 people 
could be returned to jobs. Most of 
the proposed new industries would 
put out of work some people who are 
now engaged in existing occupations. 
This is not true of the air-condition- 
ing industry. It could directly or 
indirectly give millions of people jobs 
and go a long way toward restoring 
employment to normal conditions. 

I will admit that air conditioning 
would throw some doctors, and per- 


(Concluded on Page 16, Column 2) 
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$869,828 Spent In 
1937 Magazines 
On Conditioners 


DETROIT—To advertise air condi- 
tioning to the public in 1937 through 
popular magazines, 19 manufacturers 
of air-conditioning equipment spent 
$869,828, according to a recent analy- 
sis of advertising expenditures. 

In 1936, a total of $506,338 was 
spent in national magazines by 12 
manufacturers of _ air-conditioning 
equipment, a similar survey showed. 

These figures do not include ex- 
penditures in trade magazines. 

Biggest expenditure was by Ameri- 


(Concluded on Page 9, Column 1) 


Acma and Rma Will Hold 
Meetings On May 11-14 


HOT SPRINGS, Va.—Spring meet- 
ings of Refrigerating Machinery As- 
sociation and of Air Conditioning 
Manufacturers Association . will be 
held here during the period May 11 
to 14 inclusive, according to an- 
nouncements by presidents of the two 
organizations. 

President J. M. Fernald of RMA 
has announced that his organization 
will meet at the Homestead here 
May 11 and 12, while J. A. Harlan, 
president of ACMA, reports that his 
association’s meeting dates are May 
13 and 14. 

Of major interest in the program 
scheduled for the RMA meeting will 
be the consideration of the equip- 
ment standards developed by the as- 
sociation’s engineering staff during 
the past several months. Discussions 
as to the extension of the standardi- 
zation program also will occupy 
some time. 

In addition to reviewing the ad- 
vances which the industry has made 
during the past 12 months, the 
ACMA meeting also will devote con- 
siderable time to a discussion of plans 
for extending the association’s work 
in the technical, research, educa- 
tional, and sales promotion fields. 


Capital Dealers Form 
Group To Combat 
Discount Selling 


- 

WASHINGTON, D. C.—At a meet- 
ing last week attended by more than 
50 radio and electrical appliance 
dealers, the Washington Association 
of Radio and Appliance Retailers was 
formed, to cooperate in the further- 
ance of the 11-point program adopted 
at the recent organization meeting of 
the National Association of Radio 
and Appliance Retailers in New York 
City. 

Ward I. Nicholas of the Hudson 
Air Conditioning Corp. was named 
president of the new association. 


(Concluded on Page 8, Column 1) 


Oakland Dealers 
Hit Special Offers 
Of Manufacturers 


OAKLAND, Calif.—In two moves 
against price-cutting and ‘‘combina- 
tion offer’ activities, the Appliance 
Dealers Protective Association of 
Alameda and Contra Costa Counties 
has asked O’Keefe & Merritt, Los 
Angeles refrigerator manufacturer, 
to halt the price-cutting tactics of 
A. K. Wilson Co., an Oakland dealer, 
and has requested General Electric 
and Westinghouse to withdraw com- 
bination offers on their vacuum 
cleaners. 

In a telegram to D. P. O’Keefe, 
president of O’Keefe & Merritt, a copy 
of which was sent to association 
members, Secretary Guy W. Wolf 
asks the company to assist the group 
in securing “proper policing of your 
price structure in this community.” 
Cooperation of the Northern Cali- 
fornia Retail Furniture Association 
also has been enlisted, the telegram 
says. 

The practice complained of was an 
advertisement offering “$75 to $100 
for your old ice box or refrigerator, 


(Concluded on Page 16, Column 1) 


Refrigerator Trade-In 
Plan Announced By 
Newark Dept. Store 


NEWARK, N. J.—In a large-size 
newspaper advertisement, L. Bam- 
berger & Co., Newark department 
store, last week announced a trade-in 
policy on electric refrigerators, under- 
stood to be modeled along lines 
similar to those which it has had on 
gas ranges and home laundry equip- 
ment for the past three years. 

The advertisement was headlined 
“We Want to Take Your Old Refrig- 
erator Away From You,” and went 
on to say: “We're in a ‘swapping’ 
mood ... We’re prepared to shoulder 
your outmoded box, and dive into 
our pocket to give you a trade-in 
allowance.” 

Since trade-in allowances are not 
a new thing with Bambergers, and 
since saturation among the com- 
pany’s customers is high and trade- 
ins are recognized as a logical and 
necessary move, the store decided to 
tell its patrons that it is “in the 
market” for used units, it was said. 

Success of the trade-in program, 
it is said, will be gauged by achieve- 


(Concluded on Page 16, Column 1) 


Complete Follow-Through On Electric Kitchens 
For Remodeling Sells 30 For Dealer 


By James McCallum Jr. 


ASHEVILLE, N. C.—Personal han- 
dling of each job all the way from 
preliminary contact to completed 
blueprint, coupled with a 19-year- 
long interest in kitchen planning and 
operation—that’s the story behind 
the 25 or 30 all-electric kitchen sales 
made last year by J. F. Wallas, 
owner and manager of All-Electric 
Co., complete-line General Electric 
dealer in this city. 

Mr. Wallas has sold three or four 
complete kitchens since the first of 
this year, and has drawn up finished 
plans for half a dozen more jobs 
which he expects to sell just as soon 
as business conditions begin to look 
up. 

His interest in kitchens, generated 
by years of experience as a dietician 
and cooking teacher, has_ been 
whetted by nine years of association 
with General Electric Co., Mr. Wallas 
explains, and his specialization in 
all-electric kitchen sales is a natural 
outgrowth of this interest. 

“Although other dealers frequently 
underbid me,” he declares, “I quite 
often get the job simply because I 
understand the prospect’s needs and 


can offer a kitchen logically planned 
to meet almost any specific require- 
ments. 

“Only recently I submitted a bid 
to a prospect who already had re- 
ceived bids from four or five other 
dealers. My bid was $700 higher than 
any of the others, but I got the job. 
And here’s why: ‘You’re the only one 
of these men,’ the woman stated, 
‘who seems to know what he’s talk- 
ing about.’” 

Mr. Wallas not only personally 
scouts prospects, but he makes the 
preliminary survey, submits the bid, 
prepares a complete, detailed blue- 
print, and supplies all the electrical 
equipment, and, where desired, the 
metal cabinets. In addition, he fre- 
quently works with the purchaser 
and the architect or interior decorator 
in planning such matters as floor 
coverings, drapes, and lighting fix- 
tures. 

Mr. Wallas reports that most of 
his all-electric kitchen sales have 
been to people who were remodeling 
or modernizing their homes, rather 
than to those who were building new 
homes. 


All Dealers Will 
Back Sales Drive 


In New Orleans 


Prizes Are Offered To Both 
Household & Commercial 


Leading Salesmen 


NEW ORLEANS—A “stock mar- 
ket campaign” for salesmen, sales 
managers, and commercial salesmen 
is being staged from April 1 to June 
30 by distributors and dealers of 
electric refrigeration here as_ the 
first of two yearly sales drives. 

Launched at a recent meeting at- 
tended by more than 200 distributors, 
dealers, and salesmen, the campaign 
is based on a plan whereby for sales 
of refrigerators the salesmen and 
sales managers are credited with 
shares of stock, redeemable at the 
end of the campaign. 

For automatic household refrigera- 
tors sold and delivered during the 
campaign, shares of the stock, which 
are set at a par value of $1.50 each, 
will be issued according to the follow- 
ing schedule: 

For salesmen—each refrigerator 
sold to replace another form of re- 
frigeration nets them one share of 
stock. Refrigerators sold to replace 
used automatic refrigerators net 
one-half share of stock. 

For sales managers—each five re- 
frigerators sold by their salesmen to 
replace another form of refrigeration 
nets them one share of stock. Each 
five sold as replacements of used 
automatic refrigerators nets one-half 
share. Maximum number of shares 
issued on any one installation of 


household’ _irefrigerators will be 
limited to four. 
For commercial salesmen—each 


new or additional 4% hp. of commer- 
cial refrigeration load sold nets one 
share of stock. 

For commercial sales managers— 


(Concluded on Page $8, Column 2) 


Pittsburgh Revives All- 


Electric Exposition 


PITTSBURGH — First all-electric 
show to be held here in several years 
will be staged in Motor Square 
Garden April 16 to 23 under the 
sponsorship of the Electric League 
of Pittsburgh. 

Exhibits will be prepared by man- 
ufacturers and distributors of house- 
hold appliances, and an unusual dis- 
play of electrical farm equipment 
with several units in operation will 
be on view. 

Farm display will occupy an area 
of about 6,000 sq. ft. in the center 
of the floor, and will include equip- 
ment for every major agricultural 
activity. Equipment for _ dairies, 
poultry farms, truck gardens, and 
florists will be in operation. 

Cows will be bedded down in 
modern dairy stalls, and will have 


(Concluded on Page 16, Column 3) 


Conditioning Association 


Formed In Cleveland 


CLEVELAND — Contractors inter- 
ested in promoting the use of 
year-around air conditioning have 
organized the Air Conditioning Asso- 
ciation, Inc. here. 

Purpose of the organization is to 
insure highest standards of work, and 
to promote the sale of air condition- 
ing. Members are principally inter- 
ested in summer cooling of stores, 
theaters, restaurants, office and fac- 
tories, and residential cooling work. 

Milton A. Thesmacher, of the 
Reister & Thesmacher Co., is presi- 
dent; Lester T. Avery, of Avery 
Engineering Co., vice president; Hat- 
ton Yoder, of York Ice Machine Co., 
treasurer; and Clarence Hansen, of 
Smith & Oby Co., secretary. 
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‘Pioneering’ Engineer Has Opportunities In 
4 Branches, Field Tells Detroit A.S.R.E. 


DETROIT, April 12—-Most promis- 
ing fields of opportunity for refrig- 
eration engineers are in four prin- 
cipal classes of applications of 
refrigeration, Col. Crosby Field, 
president of Flake-Ice Corp., New 
York City, and national president of 
the American Society of Refrigerat- 
ing Engineers, told 75 members and 
guests of the Detroit section of the 
engineering society at a meeting here 
last night. 

The four types of applications 
listed by Mr. Field are: the small, 
household refrigeration unit; air 
conditioning as applied to human 
comfort; industrial refrigeration pro- 
cesses; food preservation. 

In each of these four applications 
of refrigeration there are opportuni- 
ties for the pioneer, Mr. Field said, 
adding that those engineers who 
want to develop new uses for refrig- 
eration and who want to increase 
their earning power should trade the 
so-called security of working for 
corporations or the government for 
real pioneering. 


MUST TAKE CHANCES 
“If you want to pioneer,” Mr. Field 


declared, ‘“you’ve got to. take 
chances.” 
Among industrial processes. in 


which refrigeration plays a big part, 
Mr. Field mentioned air conditioning 
for commercial applications, oil refin- 
ing, manufacture of dry ice, wool 
degreasing, skating rink construction 
and maintenance, sinking of shafts 


and building of tunnels, and glue 
manufacturing. 

Industries such as rayon, com- 
pressed gases, petroleum refining, 
and ice production which make use 
of refrigeration and air conditioning 
are increasingly large fields in which 
refrigeration engineers have the op- 
portunity to do some pioneering, Mr. 
Field said. 

Use of air conditioning is growing 
in hospitals, and has been particu- 
larly beneficial in baby wards, he 
stated. A chronic “summer com- 
plaint” is responsible for the deaths 
of many infants in hospital baby 
wards, Mr. Field explained, and it 
has been proved that air conditioning 
can reduce this mortality. 


LOWERS INFANT DEATHS 


Better control of incubator babies 
is made possible through air condi- 
tioning, he said, and the mortality of 
premature babies has almost entirely 
been eliminated in air-conditioned 
wards. 


In the food preservation class of 
refrigeration applications, Mr. Field 
said, one of the greatest opportuni- 
ties for refrigeration engineers is in 
the dairy business. 

The public is becoming increas- 
ingly interested in its milk supply, 
he averred, and proper cooling, stor- 
ing, and icing for delivery is a highly 
important factor. 

It is being required more generally 
that milk be cooled to below 40° F. 


(but above freezing) immediately 
after coming from the cows, that it 
be chilled after pasteurization, and 
that it be held in safe cold storage 
until it reaches the consumer, stated 
Mr. Field. 

Cold storage of perishable foods 
and quick freezing offer further op- 
portunities for the _ refrigeration 
engineer to do some pioneering, he 
said. 

Turning to problems of the engi- 
neer, Mr. Field used charts prepared 
by the U. S. Bureau of Labor Statis- 
tics to show that while the college- 
trained engineer has, on the whole, 
an advantage over the non-college 
engineer, this advantage is not as 
pronounced as is commonly supposed. 

No data were available for a study 
of refrigeration engineers’ incomes 
and earnings, Mr. Field explained, 
and the figures used by him pertained 
to all classes of engineers. 

Approximately 53,000 engineers 
reporting in the bureau’s survey were 
grouped into two general classes— 
college graduates and non-college 
trained men. : 

It was found that both classes 
increase their earnings at about the 
same rate, but the non-college man’s 
income remains a few hundred dol- 
lars below that of the college man. 

Lowest income of the highest 10% 
was about $13,000 a year. 


Heads B & O Advertising 


NEWARK, N. J.—H. A. Brown, 
formerly associated with the RKO 
theater chain, has been named adver- 
tising and sales promotion manager 
of B & O Radio, Inc., Norge distribu- 
tor here, announces C. A. Malliet, 
sales manager. 
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CANVASS 
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(Concluded from Page 1, Column 1) 


Business Is Good 


In Austria 


Over in Mansfield, Ohio, recently, 
the editor reports he ran into an 
old friend: Oskar Gellert of Ignatz 
Gellert & Co., Vienna. He was one 
of an international group studying 
—in regular classroom and labora- 
tory work—refrigeration and air 
conditioning under the supervision of 
Westinghouse technicians. 


Mr. Gellert stated that letters from 
home reveal that the recent annexa- 
tion of Austria by Germany hasn’t 
affected business, apparently, for it 
is quite good. 

A number of air-conditioning in- 
stallations have been made in Vienna 
since the editor’s visit, according to 
Mr. Gellert. But they haven’t been 
using refrigeration. Rather, they 
utilize the very cold water prevalent 
around Vienna. 


Others in the group included: 


Arnaldo Pacanins, Caracas, Vene- 
zuela (graduated from University of 
Toledo, B.E. in E.E.); Mayorca Gon- 
zales and Co. 


E. B. Soto, Santiago, Chile (Uni- 
versity of Chile); Wessel, Duval and 
Co. 

William H. Seymour, Havana, 
Cuba; Westinghouse Electric de Cuba. 


M. Bertrand, Brussels, Belgium 
(University of Brussels); Westing- 
house Air Brake Co., Brussels. 


Ivan Megwinoff, Porto Rico (B.S. 
in E.E. from Tri-State, Angola, Ind.) ; 
Power Electric Co., Porto Rico. 


* * * 


Go Sit On a Tack, 
Herr Schlumbohm 


And that brings us to the sad case 
of Herr Schlumbohm, who must 
think he’s in Germany, or someplace 
like that where editors can be intimi- 
dated. In a letter the likes of which 
hasn’t been seen around here since 
last we heard from Oscar U. Zerk, 
Herr Schlumbohm writes: 


Dr. Peter Schlumbohm 
119 East 40th St., New York City 
Editor: 


I would greatly appreciate it if 
you would refrain from _ printing 
political matter. The idiotic remarks 
in your last issue about “slug-nutty 
generals,” “punch-drunk dictators” 
and “Hitler’s spectacular bluffing” are 
entirely out of place in a _ technical 
paper. 


For obvious reasons you, like most 
Americans, have not the slightest 
notion of the meaning of the events 
abroad. 

As a refrigerating engineer you ma 
even be reminded of the fact that 
the refrigeration industry is owing 
its very existence greatly to German 
science. So “do not bite the hang 
that is feeding you.” 

Dr. PETER SCHLUMEO: \ 

We may not know everything 
that’s going on abroad, Herr Schiym.- 
bohm, but do you? Little incidents 
like this serve to remind us that this 
is a pretty good country, after a} 
Here we criticize the Administration 
when we feel like it; and if we want 
to poke fun at a dictator, we qo 
that, too. 

How about freedom of speech ang 
of the press in Germany, Herr 
Schlumbohm? In fact, how about 
freedom? And a lot of other things, 

So, back to your chemica! engi- 
neering, Schlumbohm. We'll take care 
of editing the NEws. 

* * * 


Replacement Sales 


Lawrence Lockley of the Curtis 
Publishing Co. research depariment, 
estimates that 1938 household refrig- 
erator sales will be divided somewhat 
as follows: 

36.3% to newly established fami- 
lies. 

34.3% to families in the remaining 
“unsold” market. 


29.4% for replacements. 


It’s his suggestion that refriger- 
ator manufacturers should follow the 
policy of automobile makers in re- 
gard to replacements: set up a good 
trade-in schedule, and keep the same 
brand of refrigerator in the home. 

In this connection, it’s interesting 
to learn that Hupmobile, which was 
not manufactured during the depres- 
sion years, was re-established last 
fall solely on the premise that a 
decent volume could be had selling 
old Hupmobile owners. 

That figure on “newly established 
families” is interesting, too. Mar- 
riage license bureaus were rushed 
during 1937. Their records should be 
a pregnant source of prospects. 

* * * 


Nutty Notes 


Frankie Parker, America’s fourth- 
ranking amateur tennist, has married 
his 40-year old foster mother. Looks 
like another case of ‘“forty-love.” 


John McCormack, the Irish thrush, 
celebrated St. Patrick’s Day by an- 
nouncing that he may run for the 
Irish presidency. After beguiling 
music lovers with “I Hear You Call- 
ing Me,” John probably will wonder 
if Irish voters can do the same. Or 
whether it’s only an echo. 
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manager of 
Sales for Westinghouse Electric & 
Mfg. Co. in the midwestern region, 
died April 4 at St. Anthony’s hospital 
here of an infection of the throat. 
Mr. Doelling, who had been with the 
Westinghouse company for 15 years 
and had a wide acquaintanceship 
among midwestern dealers, was 38 
years old. 
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Washington Dealers Are 
Organized To Combat 
‘Wholesale’ Buying 


(Concluded from Page 1, Column 3) 

pati Moore of Moore Hardware Co. 
was elected vice president; Richard 
Jarvis of Lansburgh & Bro., secre- 
tary; and J. C. Harding of the J. C. 
Harding Co., treasurer. 

Elected directors were: Ed Kibby, 
Maryland Appliance Co. Stanley 
Glaser, Star Radio Co.; F. C. Sch- 
neider, Schneider & Sons; John 
Millcr, Miller Furniture Co.; and Wil- 
liam Warsaw, the Hecht Co. 

Representatives of retailers present 
at the meeting, including several of 
the city’s leading department stores, 
recorded themselves as approving an 
association pledged to the “stabiliza- 
tion of price structure through every 
legal means.” First regular meeting 
of the new organization will be held 
Apri! 16. 

Members voted unanimous adop- 
tion of the following resolution: 

“Whereas, manufacturers and job- 
pers must depend upon retail stores, 
gervice stations, and other types of 
retail establishments for distribution 
of their products; and 

“Whereas, profits for retailers are 
entirely dependent upon a _prop- 
erly maintained differential between 
wholesale and retail prices; and 

“Whereas, the attention of retail- 
ers has been repeatedly called to a 
growing tendency on the part of 
many jobbers to sell to consumers in 
direct competition with retailers, and 
also to the practice of all government 
departments and many industrial 
concerns to extend their own buying 
privileges to their employes and 
friends of their employes; and 

“Whereas, these unfair practices 
are responsible for the loss of thou- 
sands of dollars in retail profits every 
month in Washington; now, there- 
fore, be it 

“Resolved, that we, the Washing- 
ton Association of Radio and Appli- 
ance Retail Dealers, place ourselves 
on record as being unalterably op- 
posed to manufacturers and whole- 
salers selling to consumers, and to 
the practice of government depart- 
ments and industrial concerns extend- 
ing their own buying privileges to 
employes and friends of employes; 
and be it further 

“Resolved, that we offer our pro- 
test against continuation of these 
practices in Washington and its trade 
territory, and henceforth take all 
possible steps, individually and col- 
lectively, to cooperate with the manu- 
facturing, jobbing, and industrial 
concerns that are operating under a 
policy providing retailers with the 
sales and price protection to which 


Westinghouse Midwest 
Manager Dies 


ST. LOUIS—Errol 
electric 
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Refrigeration Interests 
In New Orleans Plan 
Salesmen’s Contest 


(Concluded from Page 1, Column 5) 

each new or additional 14 hp. of 
commercial refrigeration load sold 
by their salesmen nets one share. 
On replacement sales, only the net 
increase in horsepower will be con- 
sidered in the campaign. Equipment 
must be sold during the period of the 
campaign, and installed on or before 
July 12, to qualify for the stock 
award. Maximum number of shares 
issued on any installation will be 
limited to 12. 


The par value of the stock will 
be fluctuated in proportion to the 
percentage of total quota obtained 
in the drive. No individual quotas 
have been set, but sales of all 
participants will be lumped in the 
established group quota. 

Household refrigerator quota is 
500 units for April, 700 for May, 
and 800 for June, making a total 
of 2,000 as the minimum quota to 
maintain the $1.50 par value. 

Commercial refrigeration quota is 
20 hp. for April, 30 hp. for May, 
and 30 hp. for June, making a total 
of 80 hp. 

Value of shares on household and 
commercial sales will be computed 
separately, each being based on the 
quota assigned. Standing as of June 
30 will determine the value at which 
the shares are to be cashed. 

A 100% fulfillment of the quota 
will represent $1.50 value in cash for 
each share. Percentage fulfillment 
above or below the quota, which- 
ever is attained by the entire group 
of each class of refrigeration, will 
change the value of each share ac- 
cordingly. 


Atlanta Group Sponsors 
Appliance Lectures 


ATLANTA — Atlanta Electrical 
Association is sponsoring a series of 
nine sales lectures on electrical ap- 
pliances for local dealers and sales- 
men of Georgia Power Co. in Henry 
Grady hotel each Monday evening. 

Speakers in the series include V. E. 
“Sam” Vining, sales specialist for 
Westinghouse Electric & Mfg. Co.; 
Charles Swartzbaugh, Swartzbaugh 
Mfg. Co.; J. R. Mickelson, south- 
eastern manager for Maytag Co.; 
Irving Clark, manager of the West- 
inghouse kitchen planning bureau; 
and Mark Wooding, of the S. & W. 
cafeteria here. 

H. A. Smeeton, director of dealer 
coordination for Georgia Power Co., 
is in charge of the lecture series. 


Crosley Chicago Manager 
Reports Better Sales 


CHICAGO — Sales of Crosley 
Shelvador refrigerators in this area 
during the past few weeks have ex- 
ceeded those of the same period last 
year, reports C. S. Tay, manager of 
Crosley Distributing Corp., and indi- 
cations are that the increase will 
continue for at least another month. 

“Business in the bottle cooler divi- 
sion has opened up,” adds Mr. Tay, 
“and sales of ranges are increasing 
daily.” 


- BRIDGEPORT BELLOWS: 
Solved OUR SERVICE 


| q 
es. 


from manufacturers 


©f control. 


controls to meet individual 


Strictest confidence. 


5-251 General Motors Bidg., Detroit, Michigan 


who use ; Bridgeport 


‘to is the kind of report we are getting J 
Metallic Bellows in their automatic controls. \ 


T he Bridgeport Bellows is usually tmore 
Sensitive, more accurate, more campact and 
less subject to corrosion than other types 


Our engineers, specialists in designing 
requirements, 
Will be glad to cooperate with you— in 


SRIDGEPORT THERMOSTAT COMPANY, INC., Bridgeport, Conn. 


PROBLEM 


SEND FOR 
FREE BOOKLET 


Every engineer inter- 
ested in designin 

control into his prod- 
uct should have our 
new free booklet on 
Bridgeport Bellows. 
May wesendit toyou? 


30 North La Salle Street, Chicago, Illinois 


Driscoll Wholesale Men 
Vie For Trip 


CHARLOTTE, N. C.—Full steam 
ahead for Wrightsville Beach is the 
order of the day among dealers of 
L. W. Driscoll, Inc., General Electric 
distributor in this territory, for the 
annual Whiz-Whazzers Jubilee is in 
full blast again. 


Under rules of this campaign, 
which started March 7 and is sched- 
uled to run until June 4, each whole- 
sale man in the Driscoll organization 
is assigned a campaign quota. These 
men then divide their quotas propor- 
tionately among the dealers in their 
respective zones. 

To qualify for the trip to Wrights- 
ville, popular North Carolina coast 
resort, dealers must not only sell 
their campaign quotas, but also must 
sell at least 60% of their annual 
quotas before the end of the contest. 


Periodic bulletins are issued to 
dealers during the campaign to 
stimulate their interest in the trip. 
These bulletins paint rosy pictures 
of the fun to be had on the trip, and 
also, by offering helpful sales ideas, 
show dealers how they can qualify 
for the junket. 

Conducted entirely by wholesale 
men of the Driscoll organization and 
on an extremely informal basis, the 
Whiz-Whazzers campaign has repeat- 
edly proved popular with the dealer 
organization, W. L. Driscoll, owner- 
manager of the distributorship, re- 
ports. 

“And besides,’’ he adds, “it gives 
the wholesale men an opportunity to 
use all the initiative they possess.” 


N. Y. Relief Tax Hits 
Refrigerator Users 


NEW YORK CITY—New Yorkers 
are being taxed an extra penny for 
every dollar’s worth of electric re- 
frigeration they use, as well as on 
the electricity they use for cooking, 
heating, or washing, as a part of the 
effort to provide $10,000,000 addi- 
tional revenue for the city’s 800,000 
persons on relief. 

The former two-cent tax on every 
dollar’s worth of electricity and gas 
used, as well as one telephone serv- 
ice, has been raised to three cents. 

Other fund-raising levies include a 
penny a pack tax added to the 
straight sales tax on cigarettes; a 
raise of one cent in the penny-tax 
on bar drinks costing more than 35 
cents; and a raise to 3% of the 


former 2% levy on restaurant meals © 


costing over $1. 

Businesses will continue to be 
taxed one-twentieth of 1% on their 
total gross, but the exemption has 
been lowered from $15,000 to $10,000. 


New Crosley Dealership 
Opened In Wichita 


WICHITA, Kan.— Basham Appli- 
ance Co. formally opened at 218 N. 
Main St. here March 19 as a dealer 
in Norge and Crosley household ap- 
pliances. 

Lee Basham is manager, T. R. 
Funk is sales manager, and Earl 
Thompson is service manager. A 
sales force of 10 men has_ been 
engaged. 


Ovalle To Appeal Order 


Setting Aside $350,000 © 


Verdict Against G-E 


HARRISBURG, Pa.—Recent Dau- 
phin County Court decision in which 
Judge W. M. Hargest set aside a 
jury verdict of $350,078 in favor of 
N. K. Ovalle, Inc., former General 
Electric distributor, and ordered 
Ovalle to pay $201,704 to General 
Electric for merchandise and interest, 
definitely will be appealed to the state 
Supreme Court, Douglass D. Storey, 
chief counsel for Ovalle, said last 
week. 

In setting aside the jury’s verdict, 
Judge Hargest declared that General 
Electric could not be bound by 
“unusual and extraordinary” state- 
ments and inducements made by its 
officers to distributors and dealers. 
Ovalle had claimed that he had 
wanted to give up his distributorship 
before it was terminated by G-E on 
Dec. 12, 1933, but that he had been 
dissuaded by G-E representatives. 


The figure of $201,704 set by the 
court represents a bill of goods of 
$167,670, which Ovalle admitted 
owing, and interest of $43,034 from 
the time the distributor’s contract 
with G-E was canceled. 


Ovalle’s defense was that he had 
been induced to keep the distributor- 
ship because of promises by G-E 
representatives that losses he had 
been undergoing in certain depart- 
ments could be recouped from future 
profits. Cancellation of his contract, 
he had _ claimed, eliminated his 
chances to recover these losses. 
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| You Can Meet Anybody’s Prices 
and It Doesn’t Come Out of Your Hide! 


A GOOD RECORD 
Pir 
PRODUCT 


i 


A GOOD 


A GOOD 


- ° 


made by 


A GOOD RECORD: Briggs Refrigerators are backed 

by a substantial company with five years in refrigeration, 
with many notable refrigeration developments to its credit and 
with satisfied refrigerator customers throughout the nation. 


2 A GOOD PRODUCT: A Quality line— made by a com- 

pany that knows only quality production— noted all over the 
world for the DEPENDability of its products which include the 
famous Sea-Horse Outboard Motors. 


A GOOD PROFIT: Made possible not by short cuts in 
manufacture but by short cuts in distr’butional methods. Sold 
direct from factory to dealer— with a margin that will surprise you. 


This outstanding line of electric refrigerators offers you the ad- 
vantage of low price sales appeal and gives you the added sales 
value of a name known nationally for fine manufacture. 

JOHNSON MOTORS « REFRIGERATOR DIVISION 
2050 MONMOUTH BLVD., GALESBURG, ILLINOIS 


BRIGGS REFRIGERATORS 


JOHNSON MOTORS. 
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| Cpecialty Gelling Methods 


‘Convince “Em Before You Sign ‘Em’ Warns 
Salesman With Topnotch 9-Year Record 


ROANOKE, Va.—The ability to 
convince is the ability that closes 
sales—and too many appliance sales- 
men lose business by trying to get 
the order signed before’ they’ve 
finished their selling job, in the 
opinion of G. D. Hunter, nine-year 
General Electric “Topper” salesman 
with a retail record of $224,995 in 
sales. 

“Getting the prospect’s attention 
and stirring his interest is merely 
sparring for position,” Mr. Hunter 
believes. “Reaching his conviction is 
the ‘knockout blow’ that gets the 
sale. 

“Tt is useless to try to sign up a 
man until you have him convinced,” 
Mr. Hunter continues. “Thousands of 
orders are lost daily by salesmen 
who try to secure the signature too 
soon. Convince your man as soon as 
you can, in two minutes if possible, 
but don’t try to sign him until you’ve 
convinced him. 

“There is a great class of ham- 
mer-and-tongs salesmen who try to 
make mere urging take the place of 
conviction. 

“The tragedy of such salesmen is 
that they deceive themselves in think- 
ing they are showing high class 
salesmanship by their everlasting, 
boresome persistence. Though persist- 
ence is a great quality in a salesman, 
it should be used in thinking up 
arguments, in studying new ways of 


‘making his proposition convincing, 
not merely in going back time after 


time with the same bare demands. 


“Merely hammering away at a 
man is not convincing him. To con- 
vince a man is to make him believe 
what you believe. And to make a 
man believe what you believe you 
must give him the same evidence 
that brought about your own con- 
viction—reasons so vividly drawn, so 


perfectly grouped and organized, so 
harmoniously arranged that’ they 
appeal to the mind as a painter’s 
masterpiece appeals to the eye. 

“The salesman has in his own mind 
an absolute belief in his product—a 
mental image of its great value. He 
cannot expect an order until he has 
transferred that belief to the mind 
of his prospect. 

“Suppose a salesman is_ selling 
advertising space. He goes to the 
prospect and says, ‘I want you to 
take a page in this magazine.’ The 
prospect’s answer is a bald NO, be- 
cause his mind is blank so far as 
the advantages of advertising in that 
magazine are concerned. 


“I know one advertising man who 
paints so alluring a picture of the 
advantages of advertising in his 
magazine that he is practically irre- 
sistable. He never went to a prospect 
in his life with a bare request or 
demand for business. Rather he inter- 
prets his proposition in terms of 
his prospect’s business and problems 
and so shows why and how his propo- 
sition would be advantageous. 

“Many salesmen mistake a pros- 
pect’s interest for conviction. But 
often in such cases when the sales- 
man comes to request the signa- 
ture on the dotted line, he meets 
the shock of refusal—a refusal that 
remains unexplainable in his mind 
because he has not learned the differ- 
ence between interesting a man and 
convincing him. 


“In every phase of life interest 
falls short of conviction. Human curi- 
osity leads us ‘to take an interest 
in a vast number of things that 
touch no depth within us. If you 
are going to move a man to action, 
you must do more than stir his 
interest; you must reach his con- 
victions.” 


8 Trained Canvassers 
Aid In $5,600 Sales 
In Month’s Drive 


ST. LOUIS — Eight canvassers, 
carefully selected and _ specially 
trained by South End Hardware Co., 
Kelvinator dealer here, were largely 
responsible for enabling that store 
to ring up a refrigeration business, 
during a one-month sale last year, 
of $5,600, more than one third of 
the $15,000 quota which the company 
had set for the entire year, reports 
Ben Gude, manager. 

Selected from among 200 appli- 
cants who answered the company’s 
advertisement, the canvassers were 
given a course of instruction con- 
sisting of a series of lectures upon 
the refrigerator itself by a factory 
representative, and upon the store’s 
merchandising policies by Mr. Gude. 

Then the city was divided into 
eight zones, and one canvasser was 
assigned to each zone. In the zoning 
process, however, sections populated 
by families which obviously could 
not afford an electric refrigerator 
were omitted. 

In covering his territory, each can- 
vasser (through house-to-house solic- 
itation) obtained from as many 
families as possible the name, ad- 
dress, type of refrigerator owned, 
and type of refrigerator desired. This 
information was recorded on a card, 
along with the canvasser’s personal 
opinion of the responsibility of the 
person interviewed. 

Canvassers were instructed to 
make no attempt to sell refrigera- 
tors, but merely to boost their good 
points and to ask the persons inter- 
viewed to visit the South End store 
to look over the line. All closing of 
sales was handled by Mr. Gude and 
his partner, with the assistance of 
two salesmen specially trained for 
this work. 

Canvassers received a fixed sum 
for every card turned in, plus a 
commission for every prospect to 
whom a sale finally was made. 

Regarding trade-ins, Mr. Gude ex- 
plains that each case is handled 
separately and that no prices are 
paid which prevent a normal profit 
from being made on the re-sale. 


REFRIGERATION 
ST _LOMPRESSORS 


This type SCH Squirrel Cage Motor is accepted as THE motor for refrigeration 
compressors — because it will accelerate any load it can start! 

The ability to bring the load up to speed didn’t “just happen”. It was designed 
into Century Motors by Century Engineers after extensive research and field tests 
with some of the leading Air Conditioning manufacturers in the United States... 


They know all the job requirements... 


They have tested Century Motors under the 


most severe operating conditions imaginable... They have found that Century 


Motors WILL: 


(1) Start the heaviest loads — QUIETLY... 
.-(3) Keep them Running — QUIETLY. 


(2) Bring them up to speed — QUIETLY 


THERE'S A BIG DIFFERENCE IN MOTORS—PROVE IT! 


Put a Century Motor to any test on any job! Note the big difference . 


.- See how 


easily, smoothly and quietly it meets every tough operating requirement! 
Get action! Write our general office or one of our branch offices — conveniently 


located in principal cities. 


CEN 


NTURY ELECTRIC COMPANY 


1806 Pine Street . St. Louis, Mo. 

Offices and Sank aware in Principal Cities 
SIZES UP TO 600 HORSE POWER 
ahs dle - 


—————___ 


An ‘Action’ Display That Gets Action 


This prize-winning display in a New Orleans showroom window jas 
all the elements that serve to draw the attention of and center the 
interest of the passersby. On one side of the window an attractive 
young housewife shows how quickly, cleanly, and easily a washing is 
done with modern equipment; the other half of the window depicted 


how washings are done under old methods. 
. 


New Method Of Washing Contrasted With Old 


Wins Window Display 


NEW ORLEANS — “Action” win- 
dow display of the household appli- 
ance department of A. Baldwin Co., 
Inc., local wholesale hardware firm, 
won first prize in the contest spon- 
sored by New Orleans Public Service 
Co. for the best window display pro- 
moting washing machines. 

The award of $35 in cash and a 
plaque was presented to E. E. 
Schaefer, store decorator, who orig- 
inated and designed the display. 


Prize For Baldwin Co. 


Front window of the store was 
divided into two parts, one depicting 
the old, unsanitary washing shanty 
still seen in some sections of the 
south, with a Negro mammy scrub- 
bing towels, wringing them out, and 
hanging them on a line. 

In the other half of the window, 
a modern young housewife was wash- 
ing towels with the aid of a Maytag 
washer in an _ up-to-date sanitary 
kitchen. 


‘Cultivation’ Of Manpower For Successful 
Selling Advised By Utility Official 


CHICAGO—America’s great unde- 
veloped resource is her manpower, 
said Dr. A. S. Bennion, assistant to 
the president of Utah Power & Light 
Co., Salt Lake City, in emphasizing 
the importance of men in the utility 
selling program last week before the 
fifth annual sales convention of Edi- 
son Electric Institute. 

In a talk titled “. . . But the Most 
Important of These is Men,” Mr. Ben- 
nion likened the attributes of success- 
ful salesmanship to the five essen- 
tials which go to make up success 
in agriculture; seed, soil, moisture, 
cultivation, and sunshine. 

The “seed” of salesmanship, said 
Mr. Bennion, is character, in which 
the “i’s” (integrity, intelligence, in- 
genuity, and interest) have it. 

More salesmen should be selected 
with a view to placing them in man- 
agement positions later, he added, in 
touching on company background as 
the “soil’’ from which good sales- 
men spring. Utility salesmen need to 
know how to cooperate with other 
men, from dealers on through to 
manufacturers, he pointed out. 

Salesmen should be taught to know 


the company’s sales policies, tech- 
niques, and costs, he declared. 
Enthusiasm in selling, Mr. Ben- 


nion went on, is the “moisture” of 
salesmanship. In his company, he 
said, it had been found that one- 
fourth of the men were accomplish- 
ing three-fourths of the sales. 

He told of an instance in which a 
new man, who had worked up 
through the service department, had 
been placed in a territory which an- 
other salesman had given up as use- 
less to work; of another who had 
asked to take over a small town 
which had been below average for 


years. In both cases, he related, the 
men had established outstanding sales 
records. 

Answer in both cases, he declared, 
was not in the territory or the prod- 
uct the men were selling, but rather 
in their enthusiasm for the work. 

“Cultivation” in the sales field is 
represented by study, said Mr. Ben- 
nion, in urging that utility sales ex- 
ecutives give their men sales prob- 
lems to work out, and _ see that 
they keep abreast of their field 
by the regular use of volumes on sell- 
ing or courses available from man- 
ufacturers. 

Regular sales meetings and group 
conferences were recommended by 
the speaker as other means of culti- 
vating salesmen, who declared that 
all buying motives might be summed 
up by four “P’s”: protection, profit, 
pleasure, and pride. 

For himself, Mr. Bennion said, any 
sales presentation, to be successful, 
had to answer these four questions: 
Who are you? What have you? Why 
should I have it? How much does 
it cost? 

The “sunshine” of successful sales- 
manship, without which (as in agri- 
culture) the four other elements are 
useless, is the “light” of direction 
and correction on the part of sales 
supervisors, and the “warmth” of 
their encouragement, he continued. 

“Study your salesmen sometimes 
as men rather than just as cogs in 
your selling machine,” Mr. Bennion 
advised. ‘‘You’ll find that often you 
can do a great deal to solve the 
problems of the ‘producer’ whe sud- 
denly quits producing. Perhaps he 
just needs some one to talk to; some 
one to help set him right on his 
home or selling habits.’ 
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REFRIGERATION: 


We manufacture an exceptionally complete 


line of Valves, Fittings and Accessories 
and Air 


Mechanical Refrigeration 


Conditioning. 


Send for our new Catalog and Price List 
2004—The most comprehensive catalog 
ever issued to the trade. 


MUELLER BRASS CO. 


PORT HURON, MICHIGAN 
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Distributor - Dealer Doings 


75 Firms Schedule Exhibits At Philadelphia 
Association’s Electrical Exposition 


PHILADELPHIA — With Phila- 
delphia’s Electrical Exposition still 
a week away, manufacturers, dis- 
tributors, and dealers have purchased 
all available exhibit space for the 
event. to be held in Convention Hall 
Apri! 18 to 23. 

The exposition is being sponsored 
py Electrical Association of Phila- 
delphia, of which George R. Conover 
js managing director. 

The 75 participating firms will 
show latest developments in refrig- 
erators, ranges, washing machines, 
air conditioners, ironers, dishwashers, 
vacuum cleaners, and radios. Educa- 
tional exhibits showing progress in 
electrical communication will be pro- 
vided, aS well as demonstrations 
fom the New York World’s Fair. 
Exhibiting firms will be: 

Altorfer Bros. Co., American Elec- 
tric Heater Co., Apex Rotarex Corp., 
Automatic Electric Heater Co., Beth- 
lehem Die Machine Co., Bendix 
Home Appliances, Inc., Judson C. 
Burns, Century Radio Co., Inc., Chi- 
cago Flexible Shaft Co., Airtemp, 
Inc. Copeland Refrigeration Corp., 
Crosley Radio Corp., Dickel Distribut- 
ing Co., Easy Washing Machine Co., 
Edison General Electric Appliance 
Co., Electrical Testing Laboratories, 
Elliott Lewis Electric Co., Eureka 
Vacuum Cleaner Co., Inc., Evening 
Bulletin, Evening Public Ledger. 

Franklin Institute, Frigidaire divi- 
sion, General Motors Corp., General 
Electric Co., General Electric Supply 


Corp., Gibson Electric Refrigerator 
Corp., A. C. Gilbert Co., Goldner 
Brothers, Graybar Electric Co., Inc., 
Holland Furnace Co., Horton Mfg. 
Co., Hoover Co., Hurley Machine Co., 
Incandescent Lamp Department of 
General Electric Co., Kelvinator divi- 
sion, Nash-Kelvinator Corp., Landers, 
Frary & Clark, Leonard division, 
Nash-Kelvinator Corp., Maytag Co., 
McGraw Electric Co., Toastmaster 
Products division. 

Motor Parts Co., Newton Supply 
Co., Norge division, Borg-Warner 
Corp., New York World’s Fair, Peirce 
Phelps, Inc., Petroleum Heat & Power 
Co., Philadelphia Distributors, Inc., 
Philadelphia Electric Co., Philadel- 
phia Electric & Mfg. Co., The Phila- 
delphia Inquirer, Philadelphia Motor 
Accessories Co., Philadelphia Radio 
Service Men’s Association, Philadel- 
phia Record, J. J. Pocock, Inc., 
Premier division, Electric Vacuum 
Cleaner Co., Prima Mfg. Corp., Proc- 
tor & Schwartz Co. 

RCA Mfg. Co., Roberts & Mander 
Stove Co., Raymond Rosen & Co., 
Rumsey Electric Co., Sears, Roebuck 
& Co., Silex Co., Sparks-Withington 
Co., Standard Oil Co. of Pa., Stern 
& Co., Stewart-Warner Corp., Strom- 
berg-Carlson Telephone Mfg. Co., 
Supplee Biddle Hardware Co., Tril- 
ling & Montague, Westinghouse Elec- 
tric & Mfg. Co., Westinghouse Elec- 
tric Supply Co., Westinghouse Lamp 
division, John Wood Mfg. Co., Wright 
& Wright, and Zenith Radio Corp. 


Five New F-M Dealers 
Named In Ohio 


DAYTON, Ohio—Clyde Graham, 
manager of the Dayton branch of 
Appliances, Inc., distributor of Fair- 
banks-Morse_ electrical appliances, 
has announced the appointment of 
fve new dealers in this territory. 


They are: Trojan Auto Supply Co., 
Troy, Ohio (full line); Apgar Imple- 
ment Store, Farmersville, Ohio (full 
line); Worley Implement Co., Leba- 
non, Ohio (full line); Helwagen Music 
Co., 20 West Monument Ave., Day- 
ton, radios; Fireside Furniture Shop, 
1449 West Third St., Dayton, electric 
refrigeration. 

Homer Peters of Peters Appliance 
Co, 4 West High St., Springfield, a 
Fairbanks-Morse dealer, has opened 
anew store at 117 West Main St., 
Springfield, which he calls Home Ap- 
pliances. Lee Turmine is manager. 


Norge Jacksonville Co. Moves 
To New Quarters 


JACKSONVILLE, Fla. — Norge 
Jacksonville Co., local Norge appli- 
ance dealer, has moved to 426 Main 
St. During opening week, a special 
demonstration of the Rollator’s cold- 
making capacity was displayed, and 
special terms on all purchases were 
featured. W. M. Edwards is president. 


—— 


Burke Sales Manager of 
Meriden, Conn. Dealer 


MERIDEN, Conn. — Raymond F. 
Burke, salesman for the appliance 
department of the Meriden Grain & 
Coal Co. for the past eight years, 
has been named sales manager. Earl 
E. Brechlin, for nine years a sales- 
man for various home _ appliance 
firms in Meriden, has joined the staff. 
The company, headed by Clair L. 
Huse, handles the Bendix electric 
washer, Philco and General Electric 
radios, G-E vacuum cleaners, and 
Norge appliances. 


McNaughton Gets Buyer's Post 
In Cleveland Dept. Store 


CLEVELAND — Frank McNaugh- 
ton, formerly with the local office 
of Frigidaire, has been appointed 
buyer of major appliances and radios 
at William Taylor Son & Co. depart- 
ment store here. Mr. McNaughton at 
one time was appliance manager for 
Sears, Roebuck & Co. in South Bend. 


National Represents Jewett 


NEW YORK CITY—National Elec- 
tric Manufacturers Co., 60 East 42nd 
St., has been appointed factory rep- 
resentative in the New York metro- 
politan territory for Jewett Refriger- 
ator Co., Buffalo. 


MILLER DOOR GASKETS 
Are Boxed Individually 


Easy Identification and ye 


* Miller makes it easy for you to stock and sell their 
complete line of rubber replacement door gaskets for 
refrigerators. Each of their 28 different type gaskets 
is individually packaged in 10-ft. lengths. Both type 


tumber and dimensional drawing of gasket are printed on the box for easy 
identification. Box protects gasket from light and dirt during storage period 
and, because of its compact design, requires a minimum of shelf space. 


Hund reds of refrigerators in your territory are in need of new door gaskets. 
Write today for price list and dimensional drawings of the 28 Miller gasket 


=] 


'yPes which enable you to service profitably 80% of all units, regardless of make. 


1S 


“Engineers in Rubber’ 


Page-Williamson Expands 
Wholesale Activities 


CHARLOTTE, N. C. — Wholesale 
activities of Page-Williamson, Inc., 
Kelvinator distributor for the Pied- 
mont Carolinas, have recently been 
expanded, reports Jesse B. Page, Jr., 
general manager of the company. 

Members of the wholesale depart- 
ment now include George Eastman, 
formerly a _ range specialist for 
Kelvinator Corp.; Milton Barber, for- 
merly of Carolina Power & Light 
Co.; and T. L. Craig, who was re- 
cently appointed manager of the 


department. 

Apartment house contracts for 
Kelvinator refrigerators in four 
Charlotte apartments have _ been 


signed, including the Myrtle apart- 
ments, where 72 suites were equip- 


ped. 


Southern Appliance Corp. To 
Distribute Potter Line 


CHARLESTON, W. Va.—Southern 
Appliance Corp. has been appointed 
distributor of Potter household elec- 
tric refrigerators for the state of 
West Virginia. 

Retail outlets for Southern Appli- 
ance Corp. have been established at 
Charleston, Wheeling, and Hunting- 
ton, and other dealers will be en- 
franchised throughout the state. 

Wholesale operations of the dis- 
tributorship will be in charge of 
J. A. Smith, vice president, and re- 
tail sales will be supervised by R. L. 
Post, announces B. E. Andre, presi- 
dent. 


Old and Modern Kitchens 
Shown At Conference 


ATLANTA—Dramatized compari- 
son of the old and new style rural 
kitchen featured the rural-urban con- 
ference held in the city auditorium 
here recently by Georgia Power Co. 

Two kitchens were shown on the 
stage simultaneously, one unelectri- 
fied, the other completely equipped 
with modern electrical appliances and 
conveniences. 

In the old-fashioned kitchen, the 
housewife and her son and daughter 
worked to get dinner ready and the 
washing and ironing done. The ‘“fur- 
nishings” included an old-fashioned 
cabinet, woodstove, wash tubs, flat 
irons, and hand-drawn well water. 


In the modern rural kitchen, the 
family breezed through the light 
work of preparing dinner and doing 
the laundry. Their equipment in- 
cluded a refrigerator, electric range, 
water heater, washer, ironer, mixer, 
and coffee maker. 


Sterchi Bros. Installs Kitchen 


KNOXVILLE, Tenn.—Sterchi Bros. 
furniture store, General Electric, 
Frigidaire, and Apex dealer here, has 
just installed a complete G-E all- 
electric kitchen on its display floor, 
and is pushing sales of this type of 
merchandise, according to T. W. 
Justice, manager of the store’s ap- 
pliance department. 

“Combination sales and sales of 
all-electric kitchens are on the in- 
crease in this area,’ Mr. Justice de- 
clared, “and we intend to get our 
share of this business.” 


Oklahoma Dealer Group 
Seeks Chain Tax 


OKLAHOMA CITY, Okla. — Okla- 
homa Independents, Inc., an organi- 
zation of unaffiliated Oklahoma mer- 
chants in the retail appliance and 
other fields, has itaunched a state- 
wide drive to obtain support for 
chain store tax legislation. The 
group, which claims a membership 
of 500 from all sections of the state, 
is headed by Al W. Horton, a former 
member of the state board of affairs. 


As a prelude to a program that 
includes contact of 20,000 independ- 
ent merchants, a letter has been 
sent to prospective members urging 
that they determine the attitude of 
candidates toward chain store legisla- 
tion in preparation for the state elec- 
tions this fall. Membership pledge 
cards are being mailed with the 
letters, but no contributions are be- 
ing asked. 


Dean-Hagny Organized 
As Kansas City Dealer 


KANSAS CITY, Mo.—Dean-Hagny 
Corp. has been organized at 14th and 
McGee Sts. here as a dealer in air 
conditioning, refrigeration, plumbing, 
and heating. 

Frank J. Dean, Jr., president, for- 
merly was with the air-conditioning 
firm of Gustin-Bacon Mfg. Co.; R. F. 
Hagny, vice president, is a heating 
and plumbing specialist; and Mar- 
shall H. Dean, secretary-treasurer, is 
a graduate in engineering of Prince- 
ton. 


Stoves ... Busses Camel! 
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Refrigerator Cars 
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»»- Ships 
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.. Boilers 


»+.and numerous other applications you'll 


find" 
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efficiency . .”. reducing costs ! 


ENSALLINOIS 


Gesulotion increasing 


@ Yes, Owens-Illinois Insulation—Fiberglas to 
be specific, has definitely proven its superiority 
in a wide range of industrial products for a num- 
ber of years. Fiberglas, the result of years of tire- 
less research and sixty years’ experience in glass 
manufacture, is the product of Owens-Illnois 
GlassCompany. Its use-proven advantages make 
available to the refrigeration and air-condition- 
ing industry a very tangible means of increasing 
the efficiency and reducing the operating costs of 
equipment. Write for samples and complete data 
to Industrial and Structural Products Division, 
Owens-Illinois Glass Company, Toledo, Ohio. 


OWENSAILLINOIS 


Termite-Proof 


Proof 


1. Light weight (from 1% 
Ib. per cu. ft. up) 


2. Non-Inflammability 


3. Extremely Low Mois- 
ture Absorption 


4. High Insulating Value 
5. Freedom from Rotting 
6. Rodent-, Vermin- and 


7. Fungus- and Bacteria- 


8. Permanence 
9. Sulphur-Free and 
Non-Corrosive 
10. Resistance to Acids 
11. Resiliency and Flex- 
ibility (Non -Settling) 
12. Sound Absorption 
13. Freedom from Odors 
14. Non-Absorption of 
Odors 
15. Ease and Economy 
of Installation. 


FIBERGLAS Insulating Wool 
is manufactured by the 
OWENS-ILLINOIS GLASS 
COMPANY.. .world’s largest 
manufacturers of GLASS 
CONTAINERS, and produc- 
ers of FIBERGLAS Insulating 
Blankets and Filter Cloth, 
DUST-STOP Replacement- 
TypeAir Filters and INSULUX 
Glass Block. 


THE MODERN 


INSULATION 
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Commercial Re rigeration 


Solving Problems In Food Store Design 
And Merchandising Methods Is Dealer's 
‘Smart’ Way Of Selling Commercial Units 


OAKLAND, Calif.—Sell service to 
users of commercial refrigeration 
equipment, rather than just the 
equipment itself—even if you have 
to remodel the customer’s whole store 
to give him the desired results. 

Adherence to that plan has 
brought sales for the commercial 
refrigeration department of Rudd 
Heater Co., Oakland dealer, reports 
Stanley F. Rock, supervisor. 

Every commercial sale made by 
the Rudd company is made on a 
basis of service, says Mr. Rock. 
These may range from a single unit, 
where the sale has resulted from 
proof that increased business, due to 
proper refrigeration, will offset the 
installation cost, to super-market 
sales running into four figures, where 
the merchant has been shown a 
service in_ scientifically engineered 
store arrangement that brings posi- 
tive results. 


LEARN PROBLEM, DRAW PLANS 


When Mr. Rock calls upon a pros- 
pective buyer of refrigeration, he 
makes no effort to sell until he has 
learned the prospect’s problem. An 
analysis of the problem is made, and 
a working plan drawn for placement 
of fixtures, stock, and appliances, 
with their relation to other stock 
merchandising fixtures and devices. 

With a specific refrigeration unit 
for each individual purpose, the 
possibilities of which are detailed, he 
is able to set up a convincing visuali- 
zation of successful modern merchan- 
dising. The service may be the 
placement of a single unit, or partial 
rearrangement of fixtures; and it has 
been extended to the modernization 
of an entire store. 

In the latter cases, entrances, color 
schemes, harmonizing fixture and 
appliance plans, new ideas in stock 


placement and arrangement, wide 
and narrow traffic aisles, and spe- 
cially designed refrigeration units 
for specific purposes enter into the 
highly specialized appliance selling 
program. 

In one instance, the sale of a 
single unit hinged upon as small a 
matter as the sale of a few pounds 
of cold pressed meat each day. The 
store was located where there was 
a sale for a limited amount of the 
product. The equipment on hand 
was suitable for dairy products. 
Pressed meats not sold readily in the 
same proportion in which they had 
to be bought, formed, as the dealer 
related, a ‘‘scummy surface, sticky 
to the touch, although the meat 
might be perfectly good.” 

When he was shown that a specific 
unit would enable him to refrigerate 
and carry over, in good condition, 
quantities necessary to be bought at 
a saving price, or unexpected carry- 
overs, and the resultant profits from 
sales actually pay for the installation, 
the sale was made. 


GIVING IDEAS TO PROSPECTS 


In another case, which involved the 
analysis of a problem in retail food 
merchandising, Mr. Rock was told by 
the merchant that he desired to fea- 
ture some staple profitable item that 
would bring a certain number of 
customers regularly into the store. 
A check-up was made on a number 
of so-called staples and the manner 
in which the store handled them, 
with the result that milk was 
selected. 

A properly refrigerated case, with 
interior illumination, displaying a 
large quantity of milk, was placed 
in a strategic location in store traffic, 
well forward. Grade A milk, the 
kind the dealer always had sold in 


the obscure corner location, was 
featured. 

By emphasizing the grade and the 
condition and placing the milk in a 
“point of sale” location, suggestive 
purchasing developed an augmented 
volume to the already steady trade, 
and the latter was actually doubled, 
according to the dealer. This was 
because a certain percentage of the 
“impulse” purchasers became repeat 


buyers. 


‘IMPULSE BUYING’ 


Results of the experiment were 
carefully observed by the merchant. 
Certain desirable customers of his 
acquaintance who had previously 
been occasional shoppers now became 
regular milk customers, quite readily 
extending their purchases to other 
departments. 

Back of the sale of this unit, ac- 
cording to Mr. Rock, are several 
important factors the progressive 
commercial refrigeration merchan- 
diser should know. Impulse buying 
and accessibility have already been 
pointed out, as well as the-sanitary 
condition of the product. ; 


“Women buy more than 75% of 
the food consumed in the homes,” 
he says. “The matter of sanitary 
foods with them is a weighty factor. 
In the previous location, the case was 
in a poorly lighted, obscure, and 
inconvenient location. The case itself 
was not properly lighted. 


“The location, if observed, sug- 
gested a medium grade of milk, or 
at least milk improperly handled for 
the best sanitary results. The bright, 
clean re-location of the refrigerator 
and the convenience of shopping both 
emphasized the purity of the milk, 
and built up a mental picture for the 
woman shopper that caused her to 
return.” 


AIDS BIG BUYING 


A large market operator, feeling 
that he was losing money due to 
produce deterioration, brought Mr. 
Rock his problem. If he bought in 
large lots to assure a wide margin, 
unexpected slow-ups would leave him 
with a large amount of stock. No 
matter how carefully handled, his 
stock displays were not up to a 
certain high standard. 

A check-up showed that the vege- 
tables, if refrigerated at all, were 
improperly cooled. The case was too 
far from the display stands. There 
was man-power loss in replacing 


displays due to the long distance to 
be traveled between the store front 
and the unit. There also was a 
tendency to overcome this loss by 
slighting stock display. Finally, there 
was not room enough to properly 
refrigerate quantity purchases. 

A large vegetable cooler was in- 
stalled in a new location near the 
display stands. Sales began to grow, 
because customers were _ supplied 
with crisp, fresh vegetables and 
fruits. In some special cases, cus- 
tomers were given a feature service 
by being served from the refriger- 
ator. The display space was reduced, 
but the quality of displayed merchan- 
dise was increased by frequent re- 
placement of cooled produce. 


OFFER REMODELING SERVICE 


The merchant frequently ‘drove a 
bargain” by buying an entire truck 
load—at a price—from a_ produce 
dealer. Profits in the department 
went to new heights. Surplus stock 
on hand remains in good condition 
over an indefinite period of time. 

The company has remodeled entire 
stores as a factor in volume refrig- 
eration selling. Replacement of stock 
is scientifically done with relation to 
eye appeal, rapid service, and utiliza- 
tion of manufacturer-designed sales 
helps. 

“Some dealers do not realize,” said 
Mr. Rock, “that manufacturers spend 
millions of dollars to provide attrac- 
tive selling labels. Highly valuable 
promotional factors are submerged 
with lesser items believed more at- 
tractive because of precedent. Instead 
of hiding any one product by featur- 
ing another, we have found that 
volume can be increased in all lines 
by making each one a feature. 


PASS ON IDEAS 


“As merchandisers of refrigera- 
tion,” he continues, ‘we must learn 
what is going on in other merchan- 
dising fields, and pass on to the 
independent merchant the things we 
have found to be correct: proper 
arrangement to facilitate store traffic, 
proper display, correct illumination, 
customer attitude and reaction, and 
other things that produce sales.” 

In one market, fruits were removed 
entirely from other food departments. 
They were given a store-front loca- 
tion in their own department, and 
sales and profits were boosted by 
proper and adequate refrigeration. 

Half a dozen other refrigeration 
units, each engineered for a specific 


valves from overheating. 


ME 


EST.1866 


for unit. 


clogging or periodic cleaning 


POLYPORT SUCTION AND DISCHARGE VALVES in- 
crease volumetric efficiency of compressors, save 
power, give you all the refrigeration you pay for. 


OIL CUSHIONED VALVE DISCS prevent warping of 


AUTOMATIC SEALTIGHT SEALS provide positive 
shaft seal at all times without wear on shaft. 


AUTOMATIC BELT TIGHTENER regulates belt 
tension, prevents slippage and 
belts and power 


RELIEF VALVES take care of oil slugs thal may 
come through system, prevent breakdowns. 


ONE-PIECE CAST IRON BASE absorbs and deadens 
vibration and sound, gives better foundation 


WATER COOLED SHELL AND COIL CONDENSERS, 


counter-flow continuous circulating type No 


wear, saves 


more than twelve years it has 


them 


. ask for new catalog. 


MERCHANT & EVANS COMPANY 
Philadelphia, Pa., U.S.A., Plant at Lancaster, Pa. 


M&E CONDENSING UNITS | 


A-50,000-WF 
4 cylinder) 25 HP., heavy- 
ondensing Unit for com- 


duty 


mercial refrigeration or air conditioning 
service where large capacity is required. 


M&E equipment grew up with the electric refrigeration industry. For 
been continuously improved. M& 

operating costs are low, refrigerating efficiencies are high, because of 
these improvements in design and construction . . 
many of 


. exclusive features, 


ny . . engineered as a result of long experience in the 
building of equipment for all refrigerating and air conditioning needs. 


Let us tell you moreabout these features of M&E design... why it will pay you to 
select “M&E for the Plus Values in electric refrigeration.’’. . . Sixty-two models, 


4 HP. to 25 HP., Underwriter Laboratory approved, A.S.R.E. ratings, N.E.M.A. 


standards . . 


~ for the Plus Values in Llectric Refrigeration 


purpose, were placed in designeg 
locations. Items in tin and glass 
containers were elevated to a point 
where they carry their own promo. 
tion. Dairy products and beer and 
soft drinks, each in refrigerateg 
units, were placed in the line-up a, 
foods, conveniently accessible {, 
shoppers as staple products that 
would be quite naturally purchaseg 
after they had passed through 4a 
department carrying higher Sugges. 
tive values. 


STORE DESIGN IDEAS 


Shoppers’ attention was first gj. 
rected by stock and traffic arrange. 
ment to items that did not carry the 
demand puchase of necessary items 
like dairy products. Customers’ mings 
were opened first to “impulse” buy. 
ing, later to be refreshed by so-calleg 
staple or “necessity” products. The 
designed route through the store eq 
shoppers by the shortest route afte, 
they had passed the pre, iously 
mentioned departments, past meats 
and delicatessen, each refrigerated jn 


| clever display. 


Fruits were so placed—anc cop. 
stantly augmented by freshly cooleg 
items—that the shopper, if so mindeg, 
could buy in the department either 
before or after passing through the 
food store. An ice cream Cooling 
unit for brick cream was placed 
similarly. 

There is high customer reaction jp 
this “model” market, with its cop. 
venient arrangement of products, 
each presented in the best possible 
condition. In the final analysis, hovw. 
ever, the whole matter is but ap 
engineered merchandising program 
worked out with the merchant 
through refrigeration selling plans in 
which service, as profitable to the 
retail food dealer, was demonstrated 
in a specialized manner, Mr. Rock 
believes. 


Tovan To Distribute 
Servel Equipment 


DAYTON, Ohio—Tovan Electric 
Co., distributor in this territory for 
Servel Electrolux gas refrigerators, 
has been appointed distributor for 


Servel commercial refrigeration 
equipment, reports S. M. Thomas, 
manager. 


A complete service department will 
be installed for the commercial work, 
Mr. Thomas states. 

Mr. Thomas also has announced 
the appointment of the following 
household appliance dealers: German- 
town Implement Co., Germantown; 
H. A. Kuhn, Camden; Jamestown 
Plumbing Co., Jamestown; Miller 
Hardware Co., Lewisburg; Huffman 
& Blose, Arcanum; and DePore Fur: 
niture Co., Fort Loramie. 


Franks Equips Hospital's 
Kitchens, Flower Rooms 


MANCHESTER, N. H.—A. lL 
Franks & Co., local Westinghouse 
dealer, is installing electrical appli- 
ances in the main kitchen and diet 
kitchens of Sacred Heart hospital 
here, scheduled to be formally dedi- 
cated in June. 

Diet kitchen on each of the five 
floors is connected to the main kit- 
chen by service elevators. 

Flower rooms with refrigeration 
equipment will be included on each 
floor. 


TUBE COMPANY 


CLEVELAND ‘OHIO, U.S.A 
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Major Uppliances 


Radio Dealer Pleads For More Daytime 
Music Programs To Aid Sale Of Sets 


CLEVELAND—Radio manufactur- 
ers and broadcasting stations, both 
of which depend for their existence 
upon unit sales of the retail radio 
dealer, Should cooperate in an at- 
tempt to increase the dealer’s sales 

ssibilities by offering more musical 
proadcasts during retail business 
pours so that the dealer might 
demonstrate his set to best advan- 
tage, in the opinion of D. E. Todd, 
puyer for the radio department of 
the Higbee Co. department store. 

Mr. Todd’s scheme is based upon 
the theory that the real qualities of 
a radio can be shown to far better 
advantage by a musical program 
than by one composed principally 
of speech. ‘Music,’ explains Mr. 
Todd, “brings out the excellence of 
tone. The human voice is a very 
imperfect instrument of sound. Some 
yices are harsh, some _ metallic, 
others shrill, and many are down- 
right unpleasant.” 

Analyzing the program presented 
during a single day by Cleveland’s 
three principal radio stations, Mr. 
Todd found that, of the 99 quarter- 
hour periods offered by these stations 
between 9:30 a.m. and 5:30 p.m., 
only 13 were devoted to music. All 
other periods were occupied by con- 
tinued dramas of the day-to-day type, 


newscasts, educational talks, or 
other programs practically devoid of 
music. 


Twenty of the 33 quarter-hour 

periods during the average store’s 
business hours were utterly devoid 
of music, according to Mr. Todd’s 
survey. Sixteen of these music-less 
periods occurred during the peak 
business hours between 10 a.m. and 
4 p.m. 

“That's the picture,” Mr. Todd 
complains, ‘‘not only here but every- 
where. These are the types of. pro- 
grams to which we have to turn 
when demonstrating a radio. Under 
such conditions, what chance do we 
have to prove the claims which each 
manufacturer makes for his set? 

“It takes a good orchestra to show 
off a good radio. To the average 
prospect there is all too little differ- 
ence between the way in which his 
own old or mediocre radio receives 
the excellent musical programs 
broadcast during the evening hours 
and the way in which a new set on 
the dealer’s floor receives the poor 
or mediocre programs broadcast dur- 
ing business hours. 

“Under these conditions, the pros- 
pect frequently fails to see enough 
difference in performance between 
the two sets to merit the price of 
the new radio. In such instances, 
the fault lies not with the quality 
of the new radio being demonstrated, 
but rather in the quality of the 
Program available for this demon- 
stration.”’ 

To remedy this unfortunate condi- 
tion, Mr. Todd suggests that the local 
broadcasting stations in each city 
get together and arrange their 
Programs so that at least every 
other 15-minute period during busi- 
tess hours would contain some music. 


“Then the demonstrating salesman,” 
Mr. Todd points out, “never would 
have to wait more than 15 minutes 
for a musical program, and this 
period of waiting could be filled with 
sales talk. 

“If broadcasting companies should 
object to the plan on the grounds 
that they could not afford to put on 
so much music during light listening 
periods, radio dealers would have a 
powerful rebuttal in the reminder 
that if dealers sold no radios, broad- 
casting stations would have no listen- 
ers. There is a community of interest 
between the dealer and the broad- 
casting station which cannot be 
ignored. 

“But the manufacturers really are 
the ones who would benefit most by 
increased radio sales, so it seems 
only logical that they should be will- 
ing to sponsor any movement, such 
as this, which is designed to. increase 
the sale of the sets they produce. 

“In any event, there is no need 
for the public to know anything 
about the plan, for I consider it 
something which the industry itself 
must work out. ; 

“As a starter, I would suggest that 
the industry pick one city to use 
as a laboratory in which to try the 
experiment for a period of perhaps 
six months. Then, after making due 
allowance for conditions of employ- 
ment, wage levels, weather condi- 
tions, or other factors which might 
influence sales, the actual results 
could be added up in dollars and 
cents. And personally, I am soundly 
convinced that unit sales under such 
a plan would take a_ gratifying 
jump.” 


1,200 Vacuum Cleaners Are 
Offered In Contest Tie-up 


MANSFIELD, Ohio—Included in 
the awards offered in the current 
series of six weekly nation-wide 
Crisco contests being staged by 
Procter & Gamble Co. are 1,200 
Westinghouse vacuum cleaners, an- 
nounce Officials of Westinghouse 
Electric & Mfg. Co. 

First prize in each weekly contest 
is $1,000 in cash, and the other prizes 
are 200 Westinghouse vacuum clean- 
ers. Series began March 21 and will 
continue through May 1. 

The campaign publicizing the con- 
tests is providing some of the most 
widespread promotion for vacuum 
cleaners ever used. Featuring the 
appliance, a series of advertisements 
in leading women’s magazines is 
reaching about 19,025,000 families. 

In addition, radio announcements 
through 69 large broadcasting sta- 
tions reach approximately 27,000,000 
homes throughout the country. 

Supplementing the magazine and 
radio programs, an edition of This 
Week, which has a circulation of 
more than 5,000,000, and about 15 
other newspapers with a combined 
circulation of more than 5,000,000, 
will be used. 
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Both recognized by experts as _ the 
in modern refrigeration— 
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Commercial Refrigeration 


“Taking Apart’ a Range On Showroom Floor 
Method Of Dealer Who Sold 378 In Year 


By James McCallum, Jr. 


KNOXVILLE, Tenn.—‘“I myself am 
definitely range minded, and I per- 
sonally train all of my salesmen 
along this same line, so they have 
much the same attitude,” declared 
O. F. Kornegay, appliance manager 
of Miller’s, Inc., Knoxville department 
store, in explaining how it happened 
that his department sold 378 electric 
ranges during 1937, nearly 30% of 
all the electric ranges sold last year 
in this city. 

Almost apologetically, Mr. Korne- 
gay admitted that his department’s 
range sales so far this year had 
totaled only 60 units, but he hastily 
pointed out that he now had only 
two men working for him, whereas 
last year had had five salesmen in 
the department. 

Mr. Kornegay is splendidly equip- 
ped for his job of selling the line 
of Universal ranges which Miller’s 
carries, as for over three years be- 
fore joining the Miller organization 
he had served as range salesman for 
Landers, Frary & Clark, manufac- 
turer of Universal appliances, in that 
company’s southern territory. 


STARTS WITH A BOOK 


For people who are dubious of 
the quality of the line which he 
handles and who point out the merits 
of other brands, Mr. Kornegay has 
a ready answer. He simply drags 
out a thick, heavy loose-leaf binder 
which contains promotional litera- 
ture, specifications, illustrations, and 
prices of not only the Universal 
range but also of all major competi- 
tive makes. 

Then, point by point, he begins to 
compare the various makes and to 
build his sales story, emphasizing 
Universal features at every oppor- 
tunity. 

Not satisfied with merely talking 
about his product, he begins to illus- 
trate his points by tearing down one 
of the ranges on the floor piece by 
piece, backing up with actual proof 
the statements which he has made 
regarding the unit’s construction and 
operation. 


SHOWS ‘VETERAN’ UNIT 


If the prospect still remains uncon- 
vinced, Mr. Kornegay leads him over 
to a 14-year old Universal range 
which he makes a point of keeping 
on the sales floor, and points out 


EFFICIENT 
Peebles test shows .255 B.t.u. 


PERMANENT 
Made from durable Redwood 
Bark. 


NON-SETTLING 
Under most severe vibration. 
REPELS MOISTURE 
Fibres have no capillarity. 
ODOR-PROOF 
Odorless itself—does not ab- 
sorb or give off odors. 
VERMIN-PROOF 
Distasteful and repellent to 
rodents and insects. 
FIRE RETARDANT 
Packed to proper density (5 
Ibs. cu. ft.) will not readily 
support combustion. 
ECONOMICAL 
Light weight—Low Density— 
Goes Further. 
Comes in Bales—Easy to Install. 
Send for 16-page Insulation Manual. 


THE PACIFIC LUMBER COMPANY 


San Francisco Chicago 
Los Angeles New York 


THE INSULATION OF THE AGES 


its excellent condition despite years 
of service. 

If the prospect scoffs at this and 
terms the range an isolated example, 
Mr. Kornegay counters with still an- 
other trick. He produces a list of 
names of 21 local Universal owners 
who have had their ranges for 10 
years or more, and shows the hesi- 
tant prospect that 11 of these people 
recently have traded in their old Uni- 
versal ranges on a new model. 

“Would these people, who have 
used their Universal ranges for so 
long, be apt to trade them in on 
a range of the same make if the 
old range had not given satisfactory 
service?” he asks. Most people, he 
reported, find it difficult to wriggle 
out of this one. 

Good-sized trade-in allowances and 
premium offers also play an impor- 
tant part in Mr. Kornegay’s range 
merchandise setup. As an example, 


he advertised .at one time last year 
that customers might take their 
choice of a $15 allowance on their 
old range or a premium of $25 worth 
of aluminum ware. 


Even when no such special offers 
were in effect, Mr. Kornegay stated 
that he frequently has caused a 
wavering prospect to take the final 
step and sign on the dotted line 
simply by offering to throw in a 
couple pieces of aluminum ware. 


Though admitting that this policy 
of large allowances and premiums 
had made him the target for a good 
deal of criticism from some of his 
fellow dealers, Mr. Kornegay de- 
fended his policy by explaining that 
his company bought ranges direct 
from the factory and thus gets a 
jobber’s discount on them. 

“So you see,” he said, “we have 
a fairly large percentage which we 
can play around with. 

“Although the major portion of our 
sales result from cold canvassing and 
contacts with satisfied users,” Mr. 
Kornegay closed, “quite a few are 
developed by working on the fairly 
large floor traffic which the depart- 
ment enjoys, despite its basement lo- 
cation.” 


On every count the decision goes to Combustioneer as 
it puts the Kayo on competition and leads all the 
way in the field of Automatic Coal Heating. 


© :: Gnbustioncer +1: PIONEER 


Proved engineering—research—and manufacturing and 
testing facilities under one roof protect your reputation. 


ey IT’S Conbuslionecr —THE PRECISION-BUILT 


Highest standards of precision-built manufacture insure 
dependable and economical operation. 


& IT’s Gmbuslionecr —THE SALES LEADER 


Nine exclusive and demonstrable construction and con- 
venience features give you unquestioned sales leadership. 


0... Gmbusiioneer —THE PROFIT MAKER 


Sound price and discount structure, powerful sales plans 
and national advertising assure you bigger, quicker profits. 
Write for details to Combustioneer, Springfield, Ohio. 
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Psychology and 
Specialty Selling 


RIGIDAIRE has turned out a 

movie for dealers this season 
which is a dandy. It demonstrates 
how Benjamin Franklin sold 
everything from subscriptions to 
the American nation (his promo- 
tion abroad enlisted the help of 
France and Spain in winning the 
Revolutionary War). Franklin 
sold because he understood people. 
And that’s the way specialty 
salesmen should work, the Frigid- 
aire movie points out. 


Franklin had five rules of sales- 
manship, according to the movie. 
They were: 


1. Ask questions; get the pros- 
pect to talk. “Virtue is obtained 
rather by the use of the ears than 
of the tongue. Put on the humble 
inquirer.” 


2. Don’t argue. “Argument is 
productive of disgusts and perhaps 
enmities.” 


3. Answer with a “yes, but.” 
“In answering an opinion, observe 
that in certain cases the opinion 
would be right.” 


4. Don’t contradict; don’t be too 
positive. ‘“Forbear all. direct con- 
tradictions of the sentiments of 
others, and all positive assertions.” 


5. Tell a complete story. “Lose 
no time, but let each part of your 
business have its time.” 


Ben Franklin Knew 
Human Nature 


If all retail sales managers 
would paste these quotations from 
Franklin on their salesmen’s bul- 
letin board, we venture to predict 
that the results would be notice- 
able in a few weeks time. It 
would appear that, while John 
Patterson founded American spe- 
cialty salesmanship, Franklin was 
first to state the underlying 
psychological principles. 


Good specialty salesmanship, of 
course, does involve psychology. 
To our knowledge this psychology 


has never really been set down as 
such by a psychologist. That is, 
the psychology of selling hasn’t 
been arrived at by the inductive 
method. Rather, it has come 
through deduction—as the result 
of years of experience with trial- 
and-error methods. 


Recently, however, a book has 
come forth which ties in so closely 
with the psychology of specialty 
salesmanship that almost it might 
serve as a primer in the field. It 
is entitled, “The Psychology of 
Dealing with People,” and it was 
written by Wendell White, Ph. D., 
of the University of Minnesota 
psychology department. 


Psychologists Affirm 
Specialty ‘Selling Principles 


Specialty sales managers will be 
interested to learn that modern 
psychology, as elucidated by Prof. 
White, agrees in principle and in 
detail with the selling methods 
they have been advocating for the 
last decade. It lends scholarly 
authenticity to the teachings born 
of experience in the refrigeration 
and appliance industries. 


Prof. White’s cardinal principle, 
in dealing with people, is ‘“appeal- 
ing to the want for a feeling of 


personal worth.” Specialty sales 
managers call that “pride of 
possession.” And experience has 


shown that appealing to the pride- 
of-possession instinct has_ sold 
more refrigerators than anything 
else. 


Behavior Is Based 


On Human Wants 


Behavior, avers the professor, is 
based on fundamental cravings, 
primary wants. “The _ effective 
salesman,” he says, “does not sell 
automobiles, furs, tooth paste, or 
oranges; he sells prestige, beauty, 
health, or pleasant taste.” 


Present ideas indirectly, sug- 
gests the professor. Let the pros- 
pect believe he is making up his 
own mind, that he thought of the 
idea himself. Say, “you know a 
good thing when you see it.” And 
induce regular payments by ap- 
pealing to pride with the thought, 
“we like to extend credit to you 
because you are always very 
prompt in paying your bills.” 


When you assume that the pros- 
pect holds a certain idea, it is 
pointed out, the prospect may 
actually come to regard the idea 
as being his own. Thus, refrigera- 
tion salesmen often get the order 
without openly asking for it by 
inquiring of the prospect which 
size he prefers, or if he wants to 
pay cash or on the instalment plan. 


How The Appliance Industry 
Applies Psychology 


Taking one of the prospect’s 
statements and pointing out that 
it agrees with something the sales- 
man has to offer is another effec- 
tive approach. The professor also 
takes into consideration the ‘“‘ac- 
tively negativistic person,” who 
habitually reacts in the opposite 
direction from a suggestion. Thus, 
a salesman might tell a “nega- 
tivistic’ person: “You wouldn’t 
want this deluxe job; it’s probably 
too expensive for you.” 


Conveying the thought that an 
idea is accepted by many persons 
(one of White’s principles) is also 
in common use in the appliance 
industry, especially in advertising. 
Sometimes it’s done by quoting 
total sales figures; sometimes by 
the use of names of famous 
owners, along with testimonials. 


Still another of these interesting 
psychological principles is that of 
“stimulating self-expression of an 
idea.” In the refrigeration indus- 
try, the use of essay contests has 
been a frequent and _ popular 
method of stimulating self-expres- 
sion of the desire to buy. 


A principle Benjamin Franklin 
followed and advocated—especially 
when he sold the idea of our 
Constitution to the jealous 13 
original colonies—was not fea- 
tured in the Frigidaire movie. 
But it is not overlooked in White’s 
book, nor in_ specialty selling 
technique. It is that of “appear- 
ing as a spokesman for others.” 
Refrigeration men find this method 
an excellent approach—they say: 
“IT am making a survey.” 


Building Self-Respect . 
In Mind Of Prospect 


To acknowledge the personal 
worth of others indirectly, White 
suggests, among other things, the 
“revealing of a knowledge of 
things pertaining to others.” He 
suggests that salesmen “make it 
a point to familiarize themselves 
with another’s name, birthday, 
children, golf score, or triumphs in 
business adventures. Such circui- 
tous methods of acknowledging 
another person’s worth are effec- 
tive because they tend to keep him 
from questioning one’s sincerity.” 
He also suggests that you ask for 
favors, ask for an opinion—both 
standard practices in the reper- 
toire of successful specialty sales- 
men. 


A man feels highly compli- 
mented when it is assumed that 
he is in a good financial position. 
So, White advocates that a cus- 
tomer be shown the “very best 
line of goods in which he is 
interested,” and that the salesman 
“refrain from displaying price 
tags,” and from “mentioning the 
price.” Here are two good old 
specialty selling principles which, 
sadly, seem to have been over- 
looked in recent months. 


Answering objections is a deli- 
cate task, and White devotes a 
long chapter to it. His first princi- 
ple is that the prospect should be 
“exonerated from the view he 
expressed.” Hang the blame on 
someone else, as: “competitors 
have no doubt told you... .” Use 
the “yes, but” method. Agree that 
“many people no doubt think as 
you do.”’ Answer the objection with 
an initial agreement, followed by 
an afterthought. Restate his 
objection with a twist toward your 
viewpoint: “what you are saying 
is that... .” Concur that it’s just 
“a matter of choice,” and then 
proceed with new arguments. 
ignore the objection, divert atten- 
tion from it. 


Cardinal Rule: 
Don’t Argue 


But don’t argue. Otherwise, as 
White says, “when the individual 
is in such a state of mind he may 
ignore the truth, however clearly 
one might point it out to him, 
in order to avoid being discredited 
by it.” 


Another standard specialty sell- 
ing process studied by the psy- 
chology professor is that of 
“enabling others to gain distinc- 
tion for ability.”. Dealers do this 
by conducting contests, by allowing 
the prospect to use the product. 


(And right here we have a 
suggestion for range salesmen: 
why not let prospects try cooking 
for themselves on a new range? 
Instead of inviting them in to 
watch a home economist take a 


workout on a superior new range, 
perhaps it would be a good idea 
to let really good prospects cook 
up something themselves on it.) 


Setting up goals—or quotas—is 
sound psychological practice, ac- 
cording to Prof. White. So is the 
use of the attainment thermometer 
at sales meetings, and the publica- 
tion of comparative statistics. 
But he warns that comparison 
between salesmen of varying 
abilities may work to the detri- 
ment of those of lesser talents—it 
may injure their own feelings of 
personal worth. 


“No one,” he says, “is likely to 
continue long in an activity in 
which he constantly sees himself 
in an unfavorable position.” How- 
ever, those “who cannot compete 
successfully with others are gener- 
ally able to improve upon their 
own past records.” 


Specialty Selling Formula 
Neglected Today 


These passages, selected from a 
rapid skimming through the first 
half of Prof. White’s excellent text, 
are quoted with the idea of recall- 
ing to dealers and salesmen in this 
industry the fundamentals upon 
which the industry was built. All 
too often in these days, it would 
appear, these fundamentals are 
being overlooked. 


Specialty sales managers know 
that these principles are right 
because they have always worked. 
Prof. White declares that they are 
right because they are sound 
psychology. They are based upon 
a scientific understanding of human 
traits and wants. 


Selling Price vs. 
Selling Human Wants 


In other words, the dealer or 
salesman who sells on price is 
simply admitting that he doesn’t 
understand people. And in a fair 
test of the relative merits of 
human wants vs. price, human 
wants are bound to win. 


Of course price selling will move 
goods. But so will psychology. 
The difference is simple. The man 
whose selling technique is based 
on the psychology of human wants 
makes a _ profit—and stays in 
business. 


LETTERS 


George Belsey Disclaims 


‘Phantom’ Competitor 


The George Belsey Co., Ltd. 
1001 S. Hope St., Los Angeles 
April 5, 1938 
Editor: 


I have your letter of March 31 and 
will be glad to see you here on the 
eleventh, and we will do what we can 
to help you. 


In the meantime, I should like 
particularly to refer to the western 
thriller which heads the column “Cold 
Canvass” in your issue of March 16. 
In that short fairy story you credit 
me and my organization with the 
wholly imaginative and unwarranted 
role of detectives and prosecutors. 


Your San Francisco correspondent 
must have unwittingly connected our 
business with a recent incident in the 
General Electric Co.’s warehouse in 
Los Angeles. The Belsey company 
has no connection with the reported 
losses of the General Electric Co. and 
had no reason to become involved in 
that incident. 


It is true that in some instances in 
past years we have been “both irri- 
tated and mystified by competitors 
who underbid us on large contracts,” 
but it is not true that these competi- 
tors were able to supply General 
Electric products. 

We do not like the inference that 
such a situation as the one suggested 
by this item could exist for years 
without our being able to discover 
the source of our loss, As a matter 


ON SF oy 


of fact, we have competition and 
plenty of it, but it is not of the 
phantom variety. 

GEORGE BE.sgy 


Still Doing Business A; 
The Same Old Stand 


American Injector Co. 
1481-1491 14th Ave., Detroit 
> April 8, 1938 


Publisher: 

Apparently Washington is not the 
only place that is filled with wild ang 
unfounded rumors, as we have jys 
heard one to the effect that the 
American Injector Co. are discontiny. 
ing the manufacture and sale of re. 
frigeration appliances. Like Mar, 
Twain’s death, the report is sTeatly 
exaggerated. 

Business for us has been quict, the 
same as it has been for everyone else 
We are going ahead, however, on the 
assumption that there is still some 
business to be had by going after jt. 
We have lived through every depres. 
sion since 1886 and we intend to liye 
through this one and come out of jt 
better than ever as we always haye 
done. 

We have made several necessary 
changes in the personnel of our sales 
department. We have discontinueg 
one type of automatic and thermo. 
static expansion valve, replacing jt 
with a much simpler, more depenq. 
able, and lower cost valve. We haye 
added several new items to our line 
while continuing the old ones. 

We would appreciate your passing 
this information on in any way that 
you can as a denial of the rumors 
that may have been spread regarding 
our company, as we intend to cop. 
tinue the manufacture and sale of ov 
complete line of refrigeration appli. 
ances plus several new ones that haye 
been developed during the past year, 


H. B. Trix 


This Looks Like a Chance 


For an Argument 


The Gates Rubber Co. 
Sales Division, Inc. 
Denver, Colo. 


April 8, 1938 
Editor: 
The article in your March 16 
edition, describing Goodrich’s new 


booklet of replacement belts for re- 
frigerators and washing machines, 
made very interesting reading. 

However, there is one _ statement 
contained in your write-up which we 
should like to question; namely, “It 
is said to be the first time that a 
comprehensive list of this type has 
been made available for the use of 
dealers.” 

Our company has been publishing a 
very similar booklet since 1935. In 
looking over Goodrich’s belt guide, we 
see that it appears to be, in many 
parts at least, a copy of our own 
belt guide. 

L. WitzENnBurRG, 
Industrial Division 


Thinks ‘Fortune’ Raises 
A False ‘Bogey’ 


2601 Euclid Place 
Minneapolis, Minn. 
Editor: 

After reading your article on “Con- 
fusion” in air conditioning, I read 
Fortune’s article. The observations 
are very interesting. I fail to see, 
however, Fortune’s justification for 
suggesting, in conclusion, that Carrier 
or any other company in the industry 
is facing a possible oblivion, similat 
to that which the manufacturer of 
the Franklin car suffered. 

WILLIAM B. BURNET 


Finds Master Catalog 


‘Very Neat Package’ 


The Clement Davis Co. 
Bustleton & Lansing Aves. 
Frankford, Phila. 

Sirs: 

Please accept our belated thanks 
for your 1937 Master Catalog 
Air Conditioning & Refrigeration. 

We think it is a very neat package 
and it keeps all information in its 
proper place, where you can refer 
to it when needed. It is a whole 
lot better than a lot of loose ieaves 
that are bound to get away from 
you no matter how hard you 
to save them. 

We are looking forward to receiv 
ing your 1938 issue of this catalog. 

CLEMENT Davis 


From Cover To Cover 


Halas-Kumler, Inc. 
Chicago, Ill. 
Editor: F 
I enjoyed your book on Englane 
and Palestine. That’s putting it mildly 
I was dead tired the night I . 
it home but after I got into it . 
couldn’t let it down until I read ' 
from cover to cover. Your comments 
were interesting and most enlighte? 
ing. JoHN M. KuMLER 
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AIR CONDITIONING & REFRIGERATION NEWS, APRIL 13, i938 9 
Nation’s Business ............. 6,000 | Holland oil furnace Trane 
Se TOW ROPES se ocivesccccce. 670 | air conditioner 
, 7 , Carrier portable summer DSSS RUT i Ee Gano | TIMMS GO oo eee c eer eeeeeens $ 26,168 
( h on it 6) Nn (nu ll conditioner ............+-. $ — |S EEE ee 3,360 | Air conditioning 
Se BECRRER IES K0 «8:40 8445's o-0 9 , Better Homes & Gardens...... SOO a See ree 26,168 
POUBINGSE WOES onc ccccicc cece 3,260 | The American Home ......... 1,700 
‘EE INOW ROPMOL occ isiicees 2,290 Westin gh ouse 
Fortune Coc ccccccccrccnrvesscee 1,400 Kelvinator 
Nation’s Business ............ 1,200 Westinghouse Electric & 
‘ ba : Kelvinator division Mfg. Co $ 1,890 
" a Ae Sinats. ited ioe s Bins: heveitia aie. Athi a stad 
Conditioner Advertising 1937 Advertising Of Delco-Frigidaire Aertel $ 23,145 | 4ir-conditioning equipment 
Kelvinator air conditioning... .$ 20,970 
. Delco-Frigidaire Setcedeier Sivtiinns Mak 12.000 Architectural Forum ......... $ 1,890 
xpenditures Increase Air Conditionin Conditioning Division ...... $114,261 | Saturday Bvening Post ....... 
NR. Ss eyes Se sats 8,970 | y k 
General Motors Sales Corp. Kelvinator room cooler .. : de 2,175 = 
concluded from Page 1, Column 2) | Ai Automatic air conditioning, Marka heratertnrerkis ania 2,175 | York Ice Machinery Corp... .$ 77,697 
( : irtemp cooling & heating ............ $ 73,936 i ioni 
Radiator Co., which spent g g ) York air conditioning ........ $ 74,052 
a ot t abel ie G-cu>- PAPE ABS oi icc okn ss asas $ 73,835 | Saturday Evening Post ....... $ 38,036 Norge Saturday Evening Post ....... 44,000 
$ a auiais, wach io pray Industrial, residential and com- The American Home .......... 27,200 | Norge Heating and OR errr rrr 15,525 
wee eens An mercial heating, and air- SRO eke. vette eee tence ences 8,700 | Conditioning division ERD 5 riche air be = maeiole bier ~. 6,835 
a winter condit Ss conditioning systems Delco Conditionair ............ $ 40,325 | Borg-Warner OO kivsdeas $ 22,800 | Business Week .............-. 6,352 
Delco-Frigidaire division, General Life : $ 56,581 Saturday Evening Post ....... 37,850 i ‘ The New Yorker ............. 1,340 
Motors — ae a, Bg ee tes RE PR. Nese ssh RSpaKeesc ssw etn a 2,475 = lg ine-Air conditioning York portable air conditioner.. 3,645 
ing ou j or nationa ; ere TT a ree 3,080 
Teenie advertising. ey Serna AE + - ++ Oe | Feichanke-bMere Saturday Evening Post ...... 12,000 | Business Week ................ 565 
Among those companies which are | American Blower Fairbanks, Morse & Co...... ¢ we) ee er eee... seaaaad 
epee Bg one geo Alageenscy American Blower Corp ..... $ 9,000 | Fairbanks-Morse Ortho-Clime Standard High School Gymnasium 
vader with an expenditure of $94,650. | Fans, blowers, and industrial “Aria Sonne Seger Standard Air 
a Ice Machinery Corp. spent | %7 conditioning THM «10. eee eee eee eee eee ee eees $ 785 | Conditioning, Inc. .......... $ 670 In Texas Cooled 
$77,967; Airtemp, Inc., spent $73,835; Be Ses acamr ines seks aken obs $ 9,000 Fox Fumece Standard air conditioning 
Electric’s air-conditioning A _ G6 ) d Sen Purnase © 48,210 THO POW TOPE .6.ciis ccccscss 670 LULING, Tex. — An air-condition- 
department put $51,335 into advertis- merican Uas Froducts ' oO. shvaenenes $ 48,2 ’ ing system of the evaporative air- 
ing; and Kelvinator expended $23,145. | American Gas Products Sunbeam air conditioning Surface Combustion washer type protects players and 
The Saturday Evening Post, Time, RRs eo ey or eae eae $ 11,950 | Better Homes & Gardens ..... 20,250 | Surface Combustion Corp....$ 32,055 | spectators from the Texas summer 
the New Yorker, The American | AGP equipment for air conditioning, a American Home ......... 17,000 | Janitrol gas heating and sun, in the new $70,000 high school 
Home, and Better Homes & Gardens | heating and hot water. Sue Waseuks ag Mae aon See ee is ae air conditioning gymnasium here. 
appear most frequently in the list. Better Homes & Gardens...... $ 6,850 neccnaedliabeid ‘ Better Homes & Gardens..... 17,890 The new building, which includes 
A notable exception is the case of | The American Home ......... 5,100 General Electric The American Home .......... 13,600 | classroom space, was built of rein- 
Inc., which concentrated ' ; G » Micotet PRUMIEONE: WOOK. 95 bic .s008005.05:0% 565 | forced concrete, and equipped with 
most of its efforts in Life. The | American Radiator eneral Electric Co. ........ $ 51,335 | a heavy composition roof designed 
chrysler subsidiary was about the | American Radiator Co. ..... $217,497 | General Electric air conditioning Timken to offset the effects of the sun load 
only manufacturer to do much adver- | american Radiator air- Saturday Evening Post ...... 24,000 | Timken Silent Automatic on the cooling system. 
tising in the new picture magazine. | conditioning system ......... $ 216,450 The American Home ......... 10,200 | Div. The Timken-Detroit Up to the present time the cooling 
Saturday Evening Post ....... 56,850 eee iii. hyo Axle Co. 1... ee eeee ee eees $ 24,400 | system has increased the use of the 
‘ ° Better Homes & Gardens...... 45,300 sails , Timken Silent Automatic gymnasium 40% by providing 10,000 
First Air-Cooled Phone Good Housekeeping .......... 42,000 Hollend F air conditioning & heating c.f.m. of 72° air for basketball, 
pion American Home ......... 35,100 “ Z = 4 oregon eo The American Home ......... 13,600 | spring football practice, sports, danc- 
Ca eee eee 18,800 ollan urnace Co. ....... 380 | Better H & Gardens ..... 1 ing, and exhibitions. 
Booth Installed ie 12240 | ee _— ce 
MEE RG5SS pS eR REDON Se BRK eso 6,160 
‘ Arco air conditioner .......... $ 1,047 
ATLANTA—World’s first air-con- : 
ditioned telephone booth is in the CHES SNE «+56 +> 1,047 
First Federal Savings & Loan Asso- 
ciation building here, engineers of Bryant Heater 
the local Carrier Corp. branch claim. | Bryant Heater Co. ......... $ 27,100 
Installing an air-conditioning sys- | Bryant gas air conditioning 
tem for the entire building, the engi- | & heating 
neers built an extension to include | Saturday Evening Post ....... 16,000 
the telephone booth in the lobby. The American Home ......... 11,100 
A duct carries a continuous supply . 
of conditioned air into the booth, and Carrier 
humidity and temperature are reg- | Carrier Corp. .............. $ 94,650 
posered pt poges the heat load | Carrier air conditioning ...... $ 79,975 
ee ee ee ee ee eee | pn cesisbensetees teens 35,400 f Si es 
in such a small space. Temperature | The American Home ......... 20,400 1 te Range ° 1Z 
in the booth is the same as that | Business Week .............-. 10,959 1 - Most Compile ap ‘an 
of the interior of the bank. ee 6,910 Advertising Campa 9g 


AN ENGINEER'S EXPERIENCE... 


He told of his experience with a cold 
blast system. The human load was pre- 
dominant. 41,000 CFM of air was handled 
and cooled in air washers to about 43° F. 
with 150 tons of refrigeration and delivered 
to the room at less than 50°F. During the 
summer months, the difference between the 
temperature of this incoming air and the 


the system operated under con- 
trol to produce efficient, eco- 
nomical operation at all loads. 


Why stop at air cooling when 
you can enjoy Auditorium Air 
Conditioning with better results 
and greater operating economy. 


temperature of the rooms was about 36°— 


an exceedingly high differential that caused 
Serious discomfort. The system also proved 
Costly because the refrigeration had to be 


Any of the Licensees listed can 
give you full information about 
Auditorium Systems. 


kept operating from early April to late 
November due to the small amount of 


fresh air taken in and the small amount 


of total air used. 


P He explained how an Auditorium Air 
Onditioning System could have been in- 
Stalled for about the same cost as the air 
ig system to produce desired condi- 
soe at less operating cost. It would have 
ana, 10° to 12° differential for better 
CEM ‘ons and handled about 60,000 more 
parte of air with the same 150 tons of 4. 0; Revs 

rigeration. By using about 50% of out- 
© air the refrigeration load would have 
n reduced in intermediate seasons and 


Sid 


AUDITORIUM 
CONDITIONING 


AUDITORIUM LICENSEES 


New York, N. Y. 


B. F. Sturtevant Co. 

Hyde Park, Boston, Mass. 
Westinghouse Electric & Manufacturing 
Company - - - East Pittsburgh, Pa. 

York lee Machinery Corp. 

York, Pa. 


New York Office ....17 EAST 42nd STREET 


11 Canada—AUDITORIUM AIR CONDITIONING, LTD., Dominion Sq. Bldg., Montreal 


q-Large National 
3 - Complete 


experience, study and 
of a century! 


During these years, BAKER’S high quality materials, 
advanced design, precision manufacture and “custom- 
built” equipment have won ever-increasing acceptance 
until today BAKER System Air Conditioning and Refrig- 
eration enjoy world-wide popularity. The reputation of 
BAKER equipment for dependability, higher efficiency, 


and greater economy 


BAKER franchises a tremendous sales advantage, which 
becomes increasingly important as the market grows 


more competitive. 


BAKER’S consistent ability to foresee customer 
requirements and to pioneer important new features in 
mechanical cooling equipment is another factor in favor 
of BAKER dealers, giving them a head start on the field 
that frequently means the difference between a large 
volume of sales and no sales at all. 


But this is only one of many reasons why progressive 
dealers all over the world prefer to handle BAKER 
equipment. Get the complete story by writing to 


RED) 


eNOURInG QuALITr 


ICE MACHINE CO., INC. 


1506 Evans St. 


Branch Factories: Fort Worth, Los Angeles, Seattle 
Eastern Sales: New York Central Sales: Chicago 
Sales and Service in All Principal Cities 


AUTHORITY ON MECHANICAL COOLING FOR OVER 30 YEARS 


SAVE THIS MESSAGE FOR FUTURE REFERENCE 


Factory Co-operation 


More than 30 
” Years Experience 


* Back of every BAKER unit you sell stands the 


research of more than a third 


in operation gives holders of 


OMAHA, NEBRASKA 


BAKER dual condensing unit for flexibility. 
Shell and tube condensers standard equip- 
ment. Available 15 to 125 H.P. 


Four cylinder Freon compression unit, de- 

signed especially for quick installation. 

Available 40 to 60 U.P. Automatic tempera- 
ture control. 


Baker ammonia compressor, available 1 to 
100 tons capacity, with synchronous, direct- 
connected, or V-belt drive. 
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Getting All the Items Into an Estimate 
Sheet Is Key To Profits In Sale Of 


Air-Conditioning Equipment 


By Henry Knowlton, Jr. 


STIMATING is an_ important 

phase of any air-conditioning 
business. Equipment must be sold, 
and properly installed, but the cost 
of the system in materials, labor, 
overhead, taxes, fees, and sales cost, 
must be carefully established if the 
company is to operate at a legitimate 
profit. 

Hence the success or failure of any 
air-conditioning business often de- 
pends on how well the estimator 
functions, and whether or not the 
management is inclined to accept the 
estimates given. 

If all estimates made are too high, 
it is impossible to get contracts in 
a competitive market. If the esti- 


mates are too low, or if the sales 
department is allowed to make 
drastic price reductions, the company 
is soon out of business. 

All costs which occur in connection 
with any given installation should 
be taken into consideration and care- 
fully tabulated. Rule of thumb esti- 
mating, in which the estimator fig- 
ures that a compressor costs so 
much, a coil so much, and then adds 
in sub-contract figures for sheet 
metal, electrical work, and other 
labor; then “sticks on” what the 
traffic will bear in the way of profit, 
may spell the ruin of a well financed, 
aggressive air-conditioning business. 


The successful air-conditioning 


It Will Pay You to See Your 
——" for —* New Low Cost 


@ Built to famous Alco standards 
of accuracy and trouble-free serv- 


ice, the “TK’” incorporates all the 
proven advantages of Alco “T” 


Check These 


Series Thermo Valves at a saving of 


20 to 40% over previous Alco small 


Distinctive Features 


and Specifications 


2. Atomic hydrogen welded 
power assembly that reduces 
failures to an absolute minimum. 
2 The entire valve will stand 
* full test pressure without 
injury. 
Large and completely ade- 
quate filter area — over 134 
square inches of filter surface. 
4. Light weight, simple design— 
yet as sturdy as all the 
larger Alco models. 
Available in several line 
* sizes and capacities for both 
Methyl Chloride and Freon (F1 2). 


capacity controls. The ‘TK’’ is thus 
within the reach of all small refrig- 
eration and air conditioning sys- 
tems — a moderate price valve for 
small installations. 

Alco Thermo Valves have always 
been noted for accurate control. 
Alco control restricts the line of com- 
plete evaporation to the narrowest 
limits—utilizing the maximum 
amount of evaporator surface and 
resulting in highest evaporator 
efficiency. 


See your jobber for complete informa- 
tion and specifications on the new Alco 
“TK” Thermo Valve. 


ALCO VALVE COMPANY, INC. 


2620 BIG BEND BLVD. 


EASINEERSO “REFRIG 


CONTROLS 


ST. LOUIS, MO. 


F HIGHEST EVAPOR TOR 
EFFICIENCY — 


man will know his costs, and as- 
semble them for each job. All cost 
items will eventually be charged 
against the job, when they finally 
appear. If the cost of putting in the 
system, and of carrying on the busi- 
ness is greater than the amount 
estimated, it is only a matter of time 
and simple mathematics before the 
firm’s capital is exhausted and its 
credit impaired. 

Purpose of the estimating sched- 
ules given here is to make the air- 
conditioning estimator aware of every 
cost item that is likely to occur in 
any air-conditioning system. While 
every effort has been made to in- 
clude all items that may appear, 
it is possible that certain items may 
have been omitted. On the other 
hand, it will be a rare instance 
indeed when all items given in an 
estimate sheet of this kind will be 
used on a single job. 

Use of a form of this kind will 
keep the estimator from leaving out 
certain important items of material 
or labor, which might easily be 
omitted. , 

Refrigerating units of 3-hp. and 
under are usually shipped from the 
manufacturer complete with motor, 
drive, frame, receiver, charge of 
refrigerant and oil, motor starter for 
d. c. motors and contactor for a. c. 
jobs. Usually an adjustable, or modu- 
lating water valve is included in the 
equipment. 

On compressors of larger size, 
from 5 horsepower and up, the esti- 
mator should take into consideration 
that many compressors are shipped 
with motor, frame, receiver, and 
water valve; but without refrigerant, 
oil, starter, contactor or reduced 
voltage starter. 

When making up an estimate it 
is advisable to determine from the 
catalog specifications at hand, exactly 
what is, and what is not furnished 
with the refrigerating unit, so that 
all extras may be included. 

Refrigerant suction and _ liquid 
mains are usually estimated by the 
lineal foot. These lines should be 
of correct size, and the estimator 
will make a schedule of all fittings. 
Refrigerant vent mains, where a line 
is run to a special relief valve lo- 
cated outside the building, (required 
in many cities), may be estimated on 
a similar footage basis. 

Refrigerant specialties all cost 
money, and must be included in the 
estimate. Certain jobs will require 
strainers on both liquid and suction 
lines, while others will have a 
strainer on just one of the lines, or 
none at all. 


SOME MANUAL VALVES 


Manual valves, (hand operated 
shut-off valves), are installed in cer- 
tain cases, while the usual practice 
on systems having small tonnage is 
to control the refrigerant flow with 
a solenoid valve only. Pressure reg- 
ulating valves are used to maintain 
an even pressure at the coil. 

The heat exchanger, (sometimes 
referred to as a super-heater) is 
installed on some jobs to effect a 
material saving in horsepower con- 
sumed, and to raise the overall B.t.u. 
output of the equipment. 


(Continued on Page 11, Column 3) 


3 of a Series of Curtis Advanced Engineering Features. 


throughout the industry. In 
every phase of refrigeration 
and air conditioning thou- 
sands of Curtis units are 
delivering low cost, trouble- 
free service year after year. 
Call your Curtis representa- 


tive or write the factory for 
complete information. 


CURTIS REFRIGERATING MACHINE G0. 


- : Division of Curtis. Menitertireing nab 


1912 KIENLEN AVENUE 


CURTIS DESIGN MAKES VALVE 
INSPECTION QUICK AND EASY 


@ The large removable chamber cover plate makes it unneces- 
sary to disconnect gas lines for inspection of the discharge valves 
in Curtis compressors. This also acts as an expansion chamber, 
giving an even flow of refrigerant through discharge lines and 
assuring quiet, vibrationless operation. 

This and other advanced engineering features of Curtis com- 
pressors have made the Curtis name recognized as a leader 


—for every air conditioning 
and refrigeration requirement. 


CURTIS 


“Builders of Condensing Units Since 192. ” 
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Pe ee eee eT ie Estimate by 
Item 
Refrigerating Unit 
Make Model 
Motor: Hp. Volts 
——_——— Phase Cycle 
R.p.m. ——— [] Constant [] Variable 


Estimate Sheet 


Air Conditioning 


Starter (D.C. Current) 
(] Across the line. [] Reduced voltage 


Contactor (A.C.) 


ed 


Refrigerant Suction and Liquid Mains 
Liquid 1 Pe rere Sr Wore oa 
Suction —————— ft. 


Refrigerant Vent Mains —-————— ft. 
Pipe & Fittings Summary............ 


Refrigerant Specialties 
Strainers 
Manual valves 
Solenoid valves 
Pressure regulating valves 
Heat exchanger 
Cross connections (equalizing 

pressure) 
Dehydrators 
Pressure relief valve 
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Air Conditioner 


Make — Model No. — 
Fan Motor: Hp. Volt 
Phase ——-—Cycle 
Starter: [] Automatic [J] Manual 
[] Variable 
Fan: Inch C.f.m 
WEN saceasccntaeban 
Built Up Air Conditioner 
Motor: Hp. Volts 
———— Phase Cycle 
Drive: Type Belt ———— Pulleys 
Fan: Inch —— C.f.m. 
————_—— Make ................ 
Sheet metal housing and 
drain pan ~~ 
Filters: Make ——-——— Size ----—— 
Cooling Coils 
Type — Size —— 
Type Size —-_——_--_-__- 
Thermostatic Expansion Valves 
Type Size as = 
Type Size ———__—___--— 
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(Condensate from coils) 
Ft. (Pipe & Fittings Summary) 
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Type — Size ——__-___- 

Type Size ———_—— 

Condenser Water Pump 

Size ———@|]—-_ 2... . eee eee eee eee 

Pump Motor: Hp. Volts 
Phase Cycle 

Pump motor starter: [] Automatic 

[] Manual 


Surge tank 
Float valves 
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Condenser Water Specialties 
Water meter 
Strainer 
Pressure reducing valve 
Gauges and thermometers 
Valves 


Condenser Water Mains 

Supply (Pipe & Fittings summary).. | 
Drains 
Valves 
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Humidifiers 
Make 
Type 


Humidifier Connections 
Pipe & Fittings 
Valves: [] Float 

[] Hand 


[] Check 


Strainer 


Steam Supply and Return Mains 


Pipe & fittings 


Steam Specialties 

Pressure reducing valves 
Strainers 
Water heater 
Traps and vents 
Vacuum or condensate pump......... 
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Quan- 
tity 


Estimate Sheet (Cont.) 


Item 


Pipe Hangers 
Soldering and Welding 


Refrigerant Oil 
Gals. @ 


Refrigerant 
Lbs. @ 


Foundations and Isolation 
Compressor & motor 
Fan 


NG es ohh ag isa Bade't Ker ees Cesc eves S 


Cr 


Supports 
Air conditioner, coils, heaters 


Condenser (water cooled) 
Size 
Automatic water valve 
Pressure relief valve 
Refrigerant receiver 


ee 
ey 
OHO CHET OSES OSE © 


TRETCPOR ODS Vdd SO 


Evaporative Condenser or 
Cooling Tower 


Evaporative model No. —— R.p.m.—— 


Fan motors: Hp. Volt 
Phase Cycle 
re Se e553. NO cade asa 
Pressure relief vVA@lve ........ccccescees 
0 ESR Cee tne ee ee oe ah a 
FRBTPIBOPARE POCEIVER oie is esiisicnss 
Water Cooler 
Type Size 
Refrigerant control type 
Stands and safety devices ........... 
Chilled Water Mains 
Pine, Aitings, & VAIVES «... 0.66 cic cesss 
Chilled Water Pump G.p.m. 
Motors: Hp. Volt 
Phase Cycle 
EEE Kids CerRievesinersa ser ihaveeeee 
Controls 
ee ere rere eee ree 
eee eee ee ree a 


Special thermostats. (Clock, duct, etc.) 
Motorized valves 
Motor dampers 


Cd 


ee 


Permits and Inspection Fees 
Refrigeration 
Ventilation 
Electrical 
Plumbing 


Rega ere eS SER EPP ee. a 


Ce 


Leak Alarm Signal Device 
(Required in certain cities) 


Labor 

Compressor — Men ——Days 
Coils Men ——Days 
Refrigerant mains ——- Men —— Days 


Drain lines —— 
Vent mains 
Heating lines 
Refrigerating unit 
Cooling coils 
Heating coils 
Conditioners 
Apparatus 
Test & charge 
Control wiring 


Men ——Days 


Ce 


Total Labor Cost 
Supervision (% of total labor)........ 


Social Security and 
Old Age Pensions 


Traveling expense 


Service 


Sub-Contracts 
Plumbing 
Electrical 


Temperature control 
(electric or compressed air)...... 


Cutting and patching 
Painting & decorating 
Acoustical treatment 


Insulation 
Refrigerant lines 


Condensing water lines 
Chilled water lines 
Steam lines 
Ducts 


ee ay 


ee ee 


ee 


ee 


Cartage and Rigging 
Freight (all material) 
Shop Drawings 

Wes PHU OBE 6 6 civ ewcvvcceces 
OVERHEAD ——@%..........00005: 
PROFIT 


Sheet Metal & Grilles, plus supervision 
Sales Tax & Bond 


TOTAL ESTIMATE 


Cost 


Sum- 
mary 


Price 


Condensing Water Is 
Important Item 


(Continued from Page 10, Column 8) 

Cross connections between two or 
more compressors are made on sys- 
tems where it is necessary to equalize 
the flow of refrigerant to coils carry- 
ing variable loads. In this hook-up, 
connections must be made between 
crank cases of the compressors so 
that oil levels will remain constant. 
Connections are also made across 
liquid and suction lines to equalize 
all pressures in the system. 


Dehydrators are included in sys- 
tems where there is any possibility 
of moisture entering the lines during, 
or after, installation. 


COMPLETE UNITS 


Factory-built conditioning units are 
normally shipped complete with hous- 
ing, fan, motor, drive, filters, and 
drain connections. Heating, cooling 
and tempering coils are _ usually 
listed as separate items, although 
certain small conditioners include one 
or more of these coils. The estimator 
may consult manufacturers’ catalogs 
to ascertain exactly what is shipped 
with any factory built conditioner, 
and what should be included in the 
way of additional equipment. 


Many concerns prefer to build up 
their own conditioning units in their 
own shop or on the job, hence the 
summary sheet devotes space to a 
cost break-down of these units. Con- 
ditioners of this type are similar 
in appearance and function to fac- 
tory built units, and the materials 
they contain are tabulated, to obtain 
the total cost. In this instance shop 
labor and shop overhead should be 
included in the cost of individual 
items listed. 


Cooling coils are selected with 
respect to the load conditions en- 
countered. The engineer will balance 
the coil with the refrigerating unit 
used, and select a coil having ade- 
quate depth to carry the latent as 
well as the sensible heat load. A 
distributing header is sometimes 
necessary where one or more coils 
are included in the same housing. 


Water removed from the air must 
be carried to the sewer, or disposed 
of in some manner. Pipe and fittings 
necessary to accomplish this should 
be scheduled, and where necessary, 
the cost of a trap included. Many 
communities permit the condensate 
to be run into open drains, slop 
sinks, etc. while some cities abso- 


(Concluded on Page 12, Column 2) 


“THE MOST SIGNIFICANT 
STUDY OF REFRIGERANTS 
RECENT YEARS” 


rm 


a 


he ™ 
refrigerants 


From Air Conditioning 
and Refrigeration News 


B ppwind what is an ideal refrigerant? What 

are its properties? How do the refrig- 
erants now available measure up to the 
ideal refrigerant in properties and per- 
formance? All of this, and more useful 
information for the machine designer, 
manufacturer and service engineer is 
given in the important study just made 
by Mr. E. W. McGovern. 


This convenient booklet will be sent to 
you free. Use the coupon below. 


(7tiCc 


(DU PONT METHYL CHLORIDE) 


-----@>-— 
| £1. du Pont de Nemours & Co., Inc. 
The R. & H. Chem. Dept., Wilmington, Del. 


l 
Please send me a copy of “Methyl | 
Chloride, a Practical Refrigerant Meas- | 
ured by the Theoretical Ideal.” | 
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AIR 


CONDITIONING 
UNITS 


nates 


— are made in four popular sizes, from 7-1/2 to 20 
horsepower. The 15 and 20 horsepower models are 
equipped with dual pumps and motors, with balanced 


crankcase pressures. 


Control setting for individual 


operation, automatically operates one or both units 
depending on load. 


OUTSTANDING FEATURES 


@ Large capacity, slow speed, @ 
four-cylinder compressors 


@ Hardened and ground crank- ®@ 
shaft-driven compressors 


@ Three-ring pistons—two com- @ 
pression, one oil ring 


@ Bullseye sight oil gauges in @ 


crankcase 


@ Compressor valves in remov- © 


able valve plate 


Cleanable fin tube and shell 


condensers 

Welded saddles and feet— 
very rigid 

Dual controls and motor 
starters 


Receiver capacity over 1,000 


pounds on models 150-200 
Built-in convenient motor 
adjustment 


There are six compressor bodies and twenty-eight complete high- 
sides in the Par line, in a range of sizes from '4 to 20 horsepower. 
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MODERN 


Write TODAY FOR 
THIS FREE CATALOG! 


EQUIPMENT CORP., 


DEFIANCE, OHIO 


SEE THE PAR UNITS NOW ON DIS- 
PLAY AT YOUR NEAREST JOBBER 


Atlanta, Georgia 
Bowen Refrigeration 
Supplies, Inc. 
Baltimore, land 
Melchior, Armstrong, 
Dessau Co. 
Birmingham, Alabama 
Refrigeration Supplies 
Distributor 
Boston, Massachusetts 
Melchior, Armstrong, 
Dessau Co. 
Brooklyn, New York 
Melchior, Armstrong, 
Dessau Co. 
Buffalo, New York 
Root, Neal & Co. 
Charleston, W. V: 
Air Conditioning 
frigeration Sup., 
Chicago, MDlinois 
H. W. Blythe Co. 
Cincinnati, Ohio 
Merkel Brothers 
Cleveland, Ohio 
Debes & Co. 
Columbus, Ohio 
Hughes-Peters Co. 
Dallas, Texas 
The Electromotive Corp. 
Davenport, Iowa 
Republic Electric Co. 
oa, Se 
Allied Refrigeration 
Parts Co. 
Denver, Colorado 
Refrigeration Service Co. 


we *pacome Co., Inc. 


Des Moines, Iowa 
Dennis Refrigeration 
Supply Co. 
Ft. Worth, Texas 
McKinley Refrigeration 
Supply 
Greensboro, N. Carolina 
Home Appliance Serv. Co. 
Harris ‘ennsyl 
Melchior, ‘Armstrong, 
Dessau Co. 
Hartford, Connecticut 
Melchior, Armstrong, 
Dessau Co. 


Re- 
Inc. 


Houston, Texas 

D. C. Lingo Co. 
Indianapolis, Indiana 

F. H. Langsenkamp, Inc. 
Jacksonville, Florida 
The Jamita Co. 


Kansas City, Missouri 
Forslund “— & 
Machinery Co. 
Long Beach, California 
Refrigeration Supply 
Distributors 
Los Angeles, California 
Refrigeration Parts Exc. 
Refrigeration Supply Dis. 
Louisville, Kentucky 
S. W. H. Supply Co. 
Madison, Wisconsin 
Gustave A. Larson Co. 
Memphis, Tennessee 
United Refrigeration 
Supply Co. 
Miami, Florida 
Berner-Pease, Inc. 
Milwaukee, Wisconsin 
Refrig’ation Specialty Co. 
Minneapolis, Minnesota 
Refrigeration & Indus- 
trial Supply Co. 
Montgomery, Alabama 
Teague Hardware Co. 
Newark, New Jersey 
Melchior, Armstrong, 
Dessau Co. 
New Orleans, Louisiana 
The Spangler Co. 
Newport News, Virginia 
Noland Company 
New York City, N. Y. 
Melchior, Armstrong, 
Dessau Co. 
Oklahoma City, Oklahoma 
Mideke Supply Co. 


Omaha, Nebraska 
Interstate Machinery & 

Supply Co. 
Oshkosh, Wisconsin 
Gustave A. Larson Co. 
Philadelphia, Pa. 
Melchior, Armstrong, 
mitten. Pe 

urg 

William Orr Company 


Phoenix, Arizona 
Refrigeration Supply Dis. 


Portland, O 
Refrigerative 
Richmond, Virginia 
A. R. Tiller, Inc. 
Rochester, New York 
Melchior, Armstrong, 
Dessau Co. 
Rockford, Illinois 
Gustave A. Larson Co. 
Sacramento, California 
Hinshaw Supply Co. 


‘on 
upply Co. 


San Francisco, California 
— Refrigerator 
0. 


Seattle, Washington 

Refrigerative Supply Co. 

Shreveport, Louisiana 

Interstate Electric Co. 

Sioux City, Iowa 

Refrigeration Supply Co. 

South Bend, Indiana 

F. H. Langsenkamp, Inc. 

Spokane, Washington 

Ditlevson & Evans 

Springfield, Tlinois 

Springfield Refrigeration 
Supply Co. 

St. Louis, Missouri 

The Spangler Co. 

Tampa, Florida 

Bowen Refrigeration 
Supplies Co. 

Toledo, Ohio 

Baumgardner Distribut- 
ing Co. 


Pome) Oklahoma 
Machine Tool & 


Supply Co. 
Washington, D. C. 
Melchior, Armstrong, 

Dessau Co. 

Waterloo, Iowa 
Winterbottom Supply Co. 


Wichita Palls, Texas 
United Electric Serv. Co. 
Toronto, 


Canada (Ont.) 
Railway & Engineering 
Specialties, Ltd. 
Montreal, Que Canada 
Railway Pa eomtecrian 
Specialties, Ltd. 


Winnipeg Canada 
Railway & ine! neering 
Specialties, Ltd. 


MODERN EQUIPMENT CORPORATION 
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BUNDY TUBING 


Copper-Brazed Steel. Cop- 

per Coated Inside and 

Out. Sizes: %" to %” O.D. 
BUNDY TUBING CO., DETROIT 


For Information on Motors 
FOR ALL TYPES OF 
Air Conditioning and 
Refrigeration Equipment 
WRITE TO MM990-1M 


ic Corporation 


6441 PLYMOUTH AVE ST. LOUIS, MO. 


You Can Justall 


SPORLAN 
cxeansion WALVES 
watt Confidence! 


SUPPLIES » PARTS - TOOLS 


Refrigeration — Air Conditioning 
Oil Burner — Stoker 
Write for Our New Catalog 
VINCENT BRASS & COPPER CO. 
100 North S d St, Mi polis, M 


TEMPRITE 


INSTANTANEOUS 
BEER and WATER COOLERS 


Detroit Michigan 


Kerotest Manufacturing Co. 
Pittsburgh, Pa. 


V-BELTS 


Silent, vibrationless, de- 

pendable, long-lasting. 

Powerful grip prevents | 

slippage. A nearby dis- — 

tributor carries a com- 

plete stock for appliances 
and machines. 


THE DAYTON RUBBER _ 

}& MFG. CO., DAYTON, OHIO 

3 World's Largest Manufacturer of V-Belts ae 
ieee omaha tie tah : soe HPs A 
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«UTICA, N.Y. 


MASTERCRAFT 


ADJUSTABLE PAD AND CARRYING HARNESS 
The most efficient and economical equipment made 
for handling refrigerators safely and without 
scratching or marring. Pad is separate from 
harness and both adjustable to all styles and 
sizes of cabinets. 
Efficient, sturdy, 
easily and 
quickly applied. 
Name of refrig- 
erator attrac- 
tively lettered 
on pad without 
charge. 


Adjustable Pad, 
$9 


each 


Adjustable 
arness 
$6.00 each 
f.o.b. Chicago. 


Write for 1938 
folder and 
prices on pads 
for refrigerators, 
washers, iron- 
ers, ranges, ra- 
dios, ete. 


Pat. Appl'd for 


BEARSE MANUFACTURING CO 
3815-3825 Cortland Street, Chicago, Illinois 


Neglected Items May 
Reduce Profits 


(Concluded from Page 11, Column 3) 
lutely prohibit this practice and re- 
quire a trap. 


SIZING HEATERS 


Tempering heaters, and reheaters 
are sized from the heating load re- 
quirements established by the engi- 
neering department and included in 
the material price. 

Where the city water supply is 
not adequate, or the pressure is not 
strong enough to give the number 
of gallons per minute required for 
condensing the refrigerant, a con- 
densing water pump and motor is 
used. 

Under condensing water specialties 
are listed the items most commonly 
required to complete the condensing 
water lines. Condenser water mairis 
are usually estimated on a footage 
basis, together with a summary of 
pipe and fittings. 

Humidifiers, whether spray, pan 
and float, steam coil, or other type 
are usually set up in the estimate 
as a distinct item. Humidifier con- 
nections are made to the available 
water supply, and estimates are 
made on the same basis as with 
other water lines. 


STEAM SPECIALTIES 


Steam supply mains and steam 
specialties should be figured sepa- 
rately and prices carefully tabulated. 
Pipe hangers, soldering and welding, 
usually constitute independent items. 

The amount of refrigerant oil and 
refrigerant necessary may be esti- 
mated by taking the compressor 
capacity, and length of refrigerant 
lines. Both items are comparatively 
expensive, and should not be omitted 
from the estimate. 

Foundations and vibration insu- 
lators are included for all equipment 
where they are necessary, Supports 
for the air conditioner, coils, and 
heaters, are normally furnished by 
the air-conditioning company. 

In large installations condensers 
may be separate from the refrigerat- 
ing unit, so are set up as distinct 
items in the tabulation of costs. 


Popularity of cooling towers and 
evaporative condensers for the reduc- 
tion of water costs has increased 
constantly in recent years. When a 
cooling tower is used the estimator 
should not neglect to increase the 
length of his condenser water mains, 
where it is necessary to run to the 
top of a building, or to a point out- 
side, to connect to the cooling tower. 


COLD WATER SYSTEMS 


Systems using cold water require 
a water cooler which may be factory 
or shop built. Chilled water mains 
to conditioner units are estimated 
on a footage basis, together with 
necessary valves and fittings. 


Temperature controls used in the 
installation should be tabulated, and 
their cost established. If the system 
is complex, or contains several zones, 
the estimator should use great care 
in arriving at the cost of controls. 
Compressed air-control systems usu- 
ally constitute sub-contract work, 
and some organizations sub-let elec- 
tric control work. The most common 
practice, however, is to sub-let power 
wiring, and all “hot” lines, retaining 
the control wiring work in the reg- 
ular estimate. The tabulation given 
makes it possible to divide the con- 
trol work and materials in any 
manner desired. 

Permits and inspection fees vary 
greatly in different parts of the coun- 
try. The estimator is usually familiar 
with the various regulations in his 
area, and knows whether his organ- 
ization must pay the cost of any 
given fee, or whether it is included 
by a sub-contractor doing a portion 
of the work. 


LEAK ALARM SIGNAL 


Certain cities require a leak alarm 
signal device, and for this reason it 
has been set up in the estimate sheet 
given here. 

Some concerns estimate labor on 
the basis of a given percentage of 
the material cost, or material selling 
price. It has been found advisable, 
however, to set up labor for various 
items on a man-day basis, to arrive 
at a more satisfactory method of 
ascertaining the total cost. 

Supervision is figured as an estab- 
lished percentage of the total labor 
cost, and will fluctuate with the 
size of the job. Supervision is a cost 


‘item, and must be paid for, whether 


or not it is included in the estimate 
sheet. 

Traveling expenses to and from 
jobs, particularly in the instance 
where the job location is many miles 
from the shop, is important. Items 
of this kind, when not taken into 
consideration, cause the profit side of 
the ledger to be a source of worry 
to the management of the business. 


SERVICE CHARGE 


Service for the job is usually estab- 
lished on a flat rate basis, depending 
on the size of the system, and the 
number of months free service is 
to be given. If the warranty period 
includes two cooling seasons, costs 
should be set up for pumping down 
the system in the fall and starting 
it in the spring. 

Sub-contracts depend entirely on 
the size of the air-conditioning con- 
cern’s own organization. Certain 
companies may include items, such 
as electrical work and materials, in 
their own estimate. In this case the 
department of the business in ques- 
tion, whether it is electrical, plumb- 
ing, or steamfitting, should supply the 
air-conditioning estimator with com- 
plete estimates of labor and materials 
on these items, just if they consti- 
tuted sub-contract work. 


CARTAGE ITEMS 


Other items often neglected by all 
but the most experienced estimators 
are cartage, rigging, and freight. 
The latter should be charged on all 
materials listed above, from their 
source, and the estimator should be 
aware of the cost of rigging, han- 


dling, and moving heavy refrigera- 
tion machines. 

Access to the building should al- 
ways be provided by the owner, so 
the air-conditioning company does 
not have to stand the cost of remov- 
ing walls, doors or windows to get 
into the building. 


Many concerns use a_ definite 
percentage of the total cost of the 
job to cover the cost of shop draw- 
ings. No matter how the cost is 
determined, when these drawings are 
used, they should be included in the 
price. 

Other items, not set up in the 
tabulation, are sometimes included in 
the cost, if they are to be done by 
the air-conditioning company. Experi- 
ence of the industry has been to 
leave these items to others, where 
such a course is agreeable to the 
owner. Examples of these items are: 
furring in ducts, penthouse and in- 
closures, fire walls, sound proofing, 
sprinklers, building insulation, and 
similar general contract work. 


USE OF SHEETS 


In using the cost tabulation sheets, 
the cost of each item is set up in 
column 1, the summary of each part 
of the system such as refrigerating 
unit, or condensate lines, established 
in column 2, and the total costs listed 
in column 3. 


To the total net cost of the job 
is added overhead and profit. Taxes, 
such as social security, old age pen- 
sions, and other direct taxes against 
labor, may be tabulated in the labor 
costs on a percentage basis, or in- 
cluded in the overhead. 


Sheet metal and grilles js Pur 
posely listed as a separate item 
most concerns sub-contract | 
work. If it is done in their own gh 
a separate charge is usually Pi: 
lished. In any event, a charge shoy, C 
be included for supervision of Sheet ) 
metal work. 
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MANUFACTURED BY 
PORTABLE 


PELCO is no “it takes a year to lay the ground- 
work” product—acceptance is almost instantaneous. 
Here are some reasons why: RICH APPEAR- 
ANCE; AUTOMATIC—keeps itself supplied with 
FLOATING ICE as needed; DOUBLE UTILITY— 
the world’s finest beverage cooler plus a roomy 
“dry-cold” refrigerator;—REFINEMENTS in build- 
ing—protected coils of seamless copper, non-cor- 
rosive oversize drain, heavy chrome-plated hardware; 


STURDY, rugged construction; SUPER-POWERED. 
fend for MORE FACTS. Address Desk A-48 


Refrigerator 
ELEVATOR MFG. 


BLOOMINGTON, ILLinols, vu. 5. a. 
Sold in Canada by UNIVERSAL COOLER CO., of Canada, Limited, Brantloid, Ontario 
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Sales tax in the states having such | BLOC 
a tax, and cost of bond, where one Mf nidistat 
must be filled, makes up the final - raté 
estimate on the job. aes 
PAYING SALES TAX — 
Certain states require that the Saapal 
sales tax be paid only on the yal. The ¢ 
of material used, and others requin. M4) of | 
payment of a flat percentage of th, Paient 
selling price of the system. The esti. oi 
mator should have full knowledge gg a a 
sales tax regulations in his particyja, aon e 
community. ” cast 
Summary of all items on the taby. F It ine 
lation sheet will give a fairly exact MM prated 1 
estimate of the cost and selling pric “a re 
of the air-conditioning system. Com. otis! is 
pared with the quick, ‘“rule-of-i hump» humidit} 
method often used, the method oy. 4 
lined above is complex and tedioys os “8 
It should be apparent, howeye fm". “4 
that estimates of the type given wi, gg” ae, 
assist the air-conditioning organiza. a . 
tion in the completion of successfy — 
and profitable contracts, while the ™e 
“rule-of-thumb” system may play fe = 
the management (in the vernacular Me?” | 
“right behind the eight-ball.” 8 cor 
perature 
New G-E Dealer Named one 
LAFAYETTE, La. — Lafayet, fas» 
Hardware Co. has been appointe gam cmect® 
local dealer for the full line of Ge, gam ™Pact 
eral Electric appliances. ance. 
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Peerless Finned Ice Cube 


Maker 


orn 


PEERLESS . 


Give ‘Em More For Their Money 


te Fy i 

“: &E and you’ll make more money! 

When you figure refrigeration for reach-in coolers—Specify 
PEERLESS FINNED ICE CUBE MAKER. 


Smart buyers are demanding more for their money these 
days and you can give them more in these popular combination 


= 


cooling and ice making units. 


The Peerless Finned Ice Cube Maker is a real refrigeration 
For you it means more sales and larger sales—AND 


bargain. 
BIGGER PROFITS. 


PEERLESS of AMERICA, Inc. 


ESTABLISHED IN 1912 AS THE PEERLESS ICE MACHINE CoO. 


Main Factory—General Offices 
515 West 35th Street 
Chicago 


PEERLESS JOBBERS IN ALL PRINCIPAL CITIES 


New York Factory 
43-20 34th Street 
Long Island City 


PERFORMANCE 


Pacific Coast Factory 
3000 S. Main Street 
Los Angeles 
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EXACT Replacemen t | 
PRECISION CONTROLS 


ANCO is world headquarters for Household 

Refrigerator Thermostats. 
that Ranco has more Exact Replacements than any 
other line—and EVERY Ranco built is a model of 
accuracy, simplicity and dependability! 


Send For Bulletin. 
For Complete Export Information Write 


One big reason is 
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New Humidistat Built 
for Use With 24-Hour 
Control Assembly 


BLOOMFIELD, N. J.—A new hu- 
midistat which may be _ installed 
separately or in combination with a 
thermostat or night-and-day as- 
gmbly has been announced by the 
,ir-conditioning department of the 
general Electric Co. 


The new humidistat, for the con- 
trol of humidifying apparatus in the 
residential field, consists of a multiple 
human hair element, electrical con- 
tacts, and @ magnet to cause snap 
action on opening and closing of the 
contacts. 

It includes a rotating dial cali- 
prated for a range of from 20% to 
40% relative humidity. The differ- 
ential is plus or minus 21%4% relative 
numidity. 

A single-pole, single-throw, two- 
wire contact blade opens on relative 
humidity rise and closes on relative 
humidity drop. The humidistat is 
suitable only for low voltage. It is 
furnished in an antique ivory plastics 
case With gold trim, and plugs into 
a wall receptacle. 

To control both humidity and tem- 
perature, the humidistat may be 
combined with a _ night-and-day 
thermostat assembly, the plastics 
cases having been designed with 
connecting strips in order to provide 
compactness and a pleasing appear- 
ance. 

Temperatures of the two thermo- 
sats are selected by a time switch 
which automatically changes from a 
specified day temperature to a speci- 
fed night setting and back again, 
at a predetermined time. The time 
switch is also enclosed in an ivory 
plastics case, matching the other in- 
struments. 


The new humidistat may also be 
obtained in combination with a single 
thermostat, for manual temperature 
setting, and requiring therefore no 
time switch. In this instance a 
thermometer is incorporated in front 
of the connecting strap. 

The character and range of the 
new’ instruments, including’ the 
thermostats, permit group mounting 
and automatic control of heating, 
cooling, and humidifying equipment, 
and various combinations of control 
may thus be worked out to fit indi- 
vidual needs without the necessity 
of installing a number of separate 
devices which tend to create an 
objectionable “switchboard” array 
on the wall of the home. 


Arguments Ready On 
Servel NLRB Ruling 


EVANSVILLE, Ind.— Arguments 
on an intermediate report of Ex- 
aminer James C. Batten asking re- 
instatement of 18 employes of Servel, 
Inc., allegedly discharged for union 
activity, will be heard by the Na- 
tional Labor Relations Board in 
Washington on April 14. 


The board has allowed attorneys 
until April 1 to file exceptions to the 
report, and will grant 30 minutes of 
oral arguments, Isadore Kahn, Servel 
attorney, said. 

Examiner Batten’s hearing, which 
resulted in the report asking rein- 
statement of employes a week ago, 
followed charges of the United Elec- 
trical, Radio & Machine Workers 
Union, a CIO affiliate. (See AIR 
CONDITIONING & REFRIGERATION NEWS, 
March 16.) 


Lafayette Handles Frigidaire 


NEW ORLEANS—The Lafayette 
Furniture Co. has been appointed 
Frigidaire dealer here. 
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THE NEW 1938 C-B 


THE CINCINNATI BUTCHERS SUPPLY CORPORATION 
CINCINNATI, OHIO 


KOLD-O-MATIC 


Display Cases & Refrigerators 
Fulfill Constantly Increasing 
Demands For 


MORE DISPLAY 

MORE EYE APPEAL 
PROPER TEMPERATURE 
PROPER HUMIDITY 
PROVEN CONSTRUCTION 
PROVEN QUALITY 


EXCLUSIVE TERRITORIES AVAILABLE 
FOR QUALIFIED DISTRIBUTORS 


Wht 


Cd Gelling and Servicing 
THERE’S PROFIT FOR YOU 


Opportunity! 


SYSTEM 


When your customer's cooler 
doesn’t work right—when dead air 
spots and freezing zones impair foods 
and the humidity is too high or too 
low—it's time for you to show him 
Action-Air System —a patented sys- 
tem of correct air circulation in coolers. 


THE BROWN CORP., 615 Bellevue Ave., Syracuse, N.Y. 


—When You Spot This Common Trouble 


Sells itself on a demonstration. Pays 
for itself out of savings. Makes good 
profit for you—adds enthusiastic new 
customers—leads to repeat business. 
Used in wide variety of applications 
since 1932. Write for our attractive 
proposition today. 


Years’ results combined in one case. 
SCIENTIFICALLY TESTED. 
MECHANICALLY PERFECTED. 
NATIONALLY ACCEPTED. 


CHICAGO, ILLINOIS 


ROS 


GIVES YOU SPEEDY 
V-BELT SERVICE eee 


Go to Gilmer jobbers for quick service 
everywhere, always. Immediate deliveries. 
Full stocks always on hand. No time lost, 
no customers lost. Better go to Gilmer. 


L. H. GILMER CO., Tacony, Philadelphia 
The Oldest Firm of Rubber Fabric Belt Specialists 


Production Chief 


P. A. LOVEGREN 
Directs production activities of 
the Brunner Mfg. Co. 


* * * 


Methods In Brunner Line 


UTICA, N. Y.—Paul A. Lovegren, 
who has had the actual direction of 
Brunner production since the first 
of the year, is the new production 
manager of Brunner Mfg. Co., offi- 
cials of the company have announced. 

New machine tools have been in- 
stalled under Mr. Lovegren’s direc- 
tion, more logical routing of mate- 
rials instituted, improved precision 
gauges added to Brunner inspection, 
making it possible to check within 
one one-millionth of an inch, say 
the officials. 

Mr. Lovegren’s knowledge of plant 
efficiency comes from a wide and 
varied career devoted chiefly to pro- 
duction methods. His early experi- 
ence was obtained with the Inter- 
national Harvester Co. From 1916 to 
1928 he was superintendent of the 
Standard Forgings Co., a position in 
which he become closely associated 
with the problems of metallurgy. 

In 1928, after having become 
financially interested as an original 
organizer of Zerozone, Inc., a pioneer 
manufacturer of electric refrigeration 
equipment, Mr. Lovegren left his 
previous connection to take active 
charge of production and purchasing 
for Zerozone, then pioneers in the 
refrigeration field. 

Later, when Zerozone was taken 
over by Copeland Refrigeration Corp., 
Mr. Lovegren was appointed super- 
visor of purchases. Later he became 
production manager. 


Research Planned On 
Air-Conditioning 
For Factories 


NEW YORK CITY—Study of air 
conditioning for protecting the 
health of factory workers, without 
affecting the more precise applica- 
tion of air conditioning to manufac- 
turing processes, is the purpose of 
the American Society of Heating & 
Ventilating Engineers, according to 
W. L. Fleisher, chairman of the 
society’s committee on research. 

A. E. Stacey, Jr., vice president of 
Buensod-Stacey, New York City, is 
chairman of the committee, which 
includes Dr. Leonard Greenberg, di- 
rector of the division of industrial 
hygiene, New York State Depart- 
ment of Labor; Dr. R. R. Sayers, 
senior surgeon and chief, Division of 
Industrial Hygiene, National Institute 
of Health, Washington, D. C.; Dr. 
C. P. McCord, medical director, Con- 
servancy Laboratories, Detroit; and 
Philip Drinker, Harvard School of 
Public Health, Boston. 

Others include A. M. Kinney, con- 
sulting engineer, Cincinnati; L. L. 
Lewis, chief engineer, Carrier Corp., 
Syracuse; and J. W. Kreuttner, vice 
president of Air and Refrigeration 
Corp., New York City. 


Sears Opens Appliance 
Store In Baltimore 


BALTIMORE—Pending the open- 
ing of a new department store here 
Sept. 1, Sears, Roebuck & Co. has 
opened a temporary refrigeration, 
appliance, and radio store at 505 
N. Howard St. Appliances will be 


sold from this location until the 
new store is ready for occupancy. 
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Lovegren Institutes New 


Canadian G-E Profits 
Soared In 1937 


TORONTO, Ont., Canada — Cana- 
dian General Electric Co., Ltd., re- 
ports a net profit of $2,431,210 for 
1937, compared with $1,790,789 for 
the previous year. 


After providing $81,250 for divi- 
dends on the special employes’ 5% 
preferred stock, the company’s earn- 
ings were equal to $12.44 a share 
on the common stock. Dividends 
were paid at the rate of $6 a com- 
mon share, totaling $1,133,070, leav- 
ing $1,216,890 to be added to earned 
surplus and bringing that account to 
$7,374,847. 


Air-Conditioning Job 
Brings In Gas Well 


NEW ORLEANS—Advocates of 
air conditioning make a lot of 
promises, but they have never offered 
oil wells along with installations. 


However, the next best thing to 
it was the luck of the driller sinking 
a well on Carondolet St. here for 
water for an air-conditioning system 
to be installed in the Hibernia Na- 
tional Bank building. 

He struck a gas well at a depth 
of 750 feet, but, he points out, it 
probably is nothing more -than a 
small pocket that blew in. The well 
is deep enough to furnish all the 
water needed, he says. 
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DISTRIBUTORS 
WANTED! 


Write for details of 
Profit-making fran- 
chise. Complete PER- 


Modern styling . 
standing construction . . 
TOMORROW'S case, presented TODAY! Get the 
jump on other distributors by ss this modern 
marvel of electrical refrigeration. Its 

and NEW features 
advantages! 
HELPS YOU 5S 


- - Beautiful design ... Ount- 
» Economical operation! 


NEW style 
ve you exclusive ry | 
NEW PERCIVAL FINANCE P 


CIVAL line meets 

emcee €.L. PERCIVAL COMPAN 

the modern food Se a 

sions. DES MOINES - ~ + 1OWA 
e 52 YEARS OF SERVICE  —_—iw1886-1938 


DOUBLE PROFITS g% 


COOLER HEADLINERS 


1938 CASE AND 


The Sherer Franchise Offers: 
ye COMPLETE LINE OF CASES, 
COOLERS AND BOXES. 
te NEW EQUIPMENT con- 
stantly under develop- 
ment, opening new 


DISPLAY AND STORAGE EQUIPMENT 
FOR RETAIL FOOD STORES 


SHERER-GILLETT CO 


MARSHALL. MICHIGAN 


Manufacturers ° 


fields for compressor 
sales. 


ye LAYOUT DEPART- 
MENT—layouts for 
food store modern- 
ization programs 
without obligation. 


%& ADVERTISING— 
Sherer Equipment 
advertised by mail 

and in leading trade 
publications. 


SHERER -CILLETT CO. Sse 


| Refrigerated Displey end Storege : 


FOGE 


LEADERSHIP / 


Leadership has always been the keynote in FOGEL’S long history. 
Quality is the keynote of that leadership. 


Every Fogel Point is a point in YOUR favor. INQUIRE TODAY 
about FOGEL—the finest refrigerated equipment for Grocers, Butchers, 
Bakers, Florists, Hotels, Restaurants, and Institutions. 


REFRIGERATOR COMPANY 


osuhiitind 


16th and Vine Streets 
PHILADELPHIA, PA. 
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Used Refrigerator ‘Index’ 
For Dealers Issued 
By N.Y. Appraiser 


NEW YORK CITY—The “National 
Market Index of Trade-In Values for 
Used Refrigerators” has been pub- 
lished here as a guide to dealers in 
setting proper trade-in valuations on 
used refrigerators taken in on the 
sale of new models. 

Compiler of the book is Herman 
Hantober, who has acted as appraiser 
on household refrigerators for several 
New York distributors since 1930. 


The 112-page book lists 1,200 
models of 36 makes of mechanical 
refrigerators, including Servel Elec- 
trolux units from 1930 to 1937, 
inclusive. Covered in the list are 
most of the leading makes of refrig- 
erators, with the exception of Sears- 
Roebuck’s Coldspot, no figures for 
which are given. Montgomery-Ward 
units, however, are covered from 
1931 through 1936. 

Information given in the book in- 
cludes model number, capacity in 
cubic feet, exterior dimensions, ex- 
terior and interior finishes, number of 


ice trays, and ‘‘cash value” of each 
unit. 
To enable easier _ identification, 


illustrations of some of the later 
models of most makes are included. 
Last page of the book lists flat 
appraisal values for 13 makes of 
refrigerators no longer being manu- 
factured, with no distinction being 
made between models of various 
capacities. 

Listed on this page are such makes 
as Atwater-Kent, Cavalier, Buckeye, 
Chilrite, Graybar Ilg-Kold, King-Kold, 
and Lectrik-Ice and Challenger. 

The book is 4 by 8 inches in size, 
with spiral binding, and is printed 
by the photo-lithographic process. 
Price is $3 per copy. 


‘Sandy’ Pratt Officials 
Have Active Part In 
Sunrise Services 


SAN FRANCISCO—Officials of 
California Refrigeration Co., whole- 
sale supplies jobber, will again have 
an active part in the annual Sunrise 
Easter Services atop Mount Davidson 
here on Easter morning, April 17. 
The services will be broadcast over a 
coast-to-coast Mutual Broadcasting 
System network from 5:30 to 6 a.m., 
Pacific Standard Time (9:30 to 10 
a.m. E.S.T.). 

Clarence F. (Sandy) Pratt, Cali- 
fornia Refrigerator Co., president, is 
one of the founders of these services; 
Jesse E. Rauch, vice president and 
engineer, will be in charge of traffic 
(50,000 people attend the services 
each year); and Lem V. Branson, 
sales manager, is vice president of 
the Citizens’ Committee in charge. 

Services, which are non-sectarian, 
are held at the foot of the 103-foot 
cross erected atop the mountain. 


W. W. Grainger, Inc. Issues 
New Parts Catalog 


CHICAGO—W. W. Grainger, Inc., 
wholesale distributor of motors, elec- 
trical, hardware, and refrigeration 
supplies, has just issued its No. 99 
catalog, listing the equipment which 
it has available for sale to dealers 
and service organizations. 


Ermco Opens Bronx Shop 


NEW YORK CITY—Electric Re- 
frigeration Motor Co., Inc., of Phila- 
delphia, distributor of motors and 
motor controls, has opened a com- 
plete motor repair shop at 564 Wal- 
ton Ave. in the Bronx. 


THE BUYER'S GUIDE 


MILLS 


COMPRESSORS 


Mills Novelty Company * 4100 Fullerton Avenue * Chicago, Illinois 


for Commercial Use 


QUALITY-BUILT 
COMPRESSORS and 
CONDENSING UNITS 


The CHIEFTAIN line repre- 
sents precision manufacture 
and proven service, and is 
designed for all domestic and 
light commercial applications. 


Sizes range % to 4% HP. 
Write for prices. 


Z—->pantm=—TOA 


TECUMSEH, MICH. 


TECUMSEH PRODUCTS CO. 


shell 


This unit is intended only for household or the 
smallest sizes of commercial 
with soldered end caps. 
1” Oo. D. x 5” long. Weight 6 oz. 


Your Choice of Five Dehydrants at Same Price. 


systems. Brass 
Size of shell: 


1001-19 N. SPAULDING AVE 


ENRY VALVE CO. CHICAGO, ILLINOIS 
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SERVICE 
LETTERS 


Some Suggestions On 
Marine Refrigeration 


Automatic Products Co. 
2450 North 32nd St., Milwaukee, Wis. 
Service Editor: 


I noted with interest the letter 
from Melchior, Armstrong, Dessau 
Co. regarding cooling of marine 
refrigerating plants, using salt water 
as the cooling medium, and your 
answer which appeared on page 20 
of the March 23 issue of AIR CONDI- 
TIONING & REFRIGERATION NEWS. 


There has been a great deal of 
progress made recently in the cooling 


-of marine power plants by means of 


a heat exchanger. The engine jackets 
are cooled with fresh water which is 
circulated through the exchanger. 
The exchanger in turn is cooled with 
salt water. With this method only 
fresh water comes in contact with 
the parts of the refrigerating plant 
and the fresh water is recirculated 
with no waste. 

I don’t know whether you are 
familiar with this new practice or 
not, but if you are interested the 
Marine Division of Chrysler Corp., or 
the Sterling or Kermath Motor Com- 
panies, I am sure will be glad to 
give you what information they can. 


About two years ago in Washing- 
ton, I encountered this problem of 
cooling condenser water. I solved the 
problem by mounting all copper con- 
densing coils on the outside of the 
vessel hull. All joints in the copper 
coils were brazed and rubber gasket- 
ing was used at the points of pene- 
tration through the hull. 

Both air cooling and refrigeration 
in marine work, private and commer- 
cial, are one of the newest fields for 
the profitable sale of modern refrig- 
eration equipment by dealers in 
navigation regions. 

M. K. JASPERSON 


Pressure Vacuum Pumps 
For Drying Systems 


R. J. Murray Co., Inc. 
834 State St., Schenectady, N. Y. 
Service Editor: 


We will appreciate any informa- 
tion as to where the type of pressure 
vacuum pump you described in your 
article of March 23 can be purchased. 

HENRY LEVINE 


Answer: The article was based 
upon a pressure vacuum pump which 
is built by Westinghouse Electric & 
Mfg. Co. for its own dealers and 
distributors. 

The pump consists primarily of a 
small reciprocating compressor, a 
%&-hp. motor, an air tank, a carbon 
tetrachloride container, and a pres- 
sure relief valve. A standard con- 
densing unit with a carbon tetra- 
chloride container’ replacing’ the 
condenser could be used by merely 
adding a pressure relief valve or 
high-pressure cutout switch. 

The purpose of the pressure relief 
valve or high-pressure cutout is to 
prevent excessive pressures from 
building up in the air tank. 

Sometime ago we ran an article on 
a similar piece of mechanism manu- 
factured by Curtis Refrigerating Ma- 
chine Co., 1905 Kienlen Ave., St. 
Louis, Mo., which incorporated all of 
the features of the Westinghouse 
pressure vacuum pump and also some 
additional features. 


You might write to the Curtis 
company to see if they still make 
this apparatus. 


Macklanburg Holds Second 
Meeting For Dealers 


OKLAHOMA CITY, Okla.—Second 
of a series of distributor-dealer meet- 
ings was held here recently by 
Macklanburg Brass & Copper Prod- 
ucts, Inc., refrigeration supply job- 
ber. 

George H. Clark, of the engineer- 
ing staff of Detroit Lubricator Co., 
Detroit, conducted the meeting and 
discussed thermostatic expansion 
valves. 


K. B. Thorndike, of Detroit Lubri- 
cator’s Chicago office, and W. B. 
Michaels, Detroit Lubricator rep- 
resentative in this territory, also at- 
tended the meeting. 


Hinsdale Co. Announces 
New Flaring Tool 


CHICAGO—Hinsdale Mfg. Co. has 
announced production of a new flar- 
ing tool, unconventional in design, 
which rolls and burnishes the flare 
to a smooth, polished surface. 


Rolling and burnishing is done by 
a ball bearing cone _ eccentrically 
mounted on a shaft supported in a 
feed screw. When the feed screw 
is turned, the eccentrically-moving 
cone rolls the lip of the tube against 
a forming surface on the holding 
collet. Turning the cone shaft inde- 
pendent of the feed screw effects the 
burnishing. 


The new tool flares hard or soft 


ati ie 
copper tubing in sizes ranging frop, 
%6 to %-inch through the use 7 
interchangeable hinged collets, it is 
claimed. 
Collets of %, %, Ye, and 58-inch 
are furnished in a pocket-size meta] 
case. Collets for %6, %6, %6, and y. 
inch tubing are available as extra 
equipment. 


Howell Motors President 
Commits Suicide 


HOWELL, Mich.—William yp. 
Pherson Spencer, president of Howell 
Electric Motors Co., maker of Req 
Band electric motors, committed gyj. 
cide here last week by Shooting 
himself with a revolver as he sat jp 
his automobile in front of his home 


THE BUYER’S GUIDE 


————, 


re ‘Thetdivs more tha 3800 sales representatives 


Al spacious new wal.in 
cooler that operates a, 
lower cost than was ee 
before thought possibl, 
Every day a Koch €eop, 
O-Cooler will cut dows 
overhead and expenses, |; 
has greater capacity, long. 
er life, and more efficient 
refrigeration. 


The €con-O-Cooler ji 
only one of a number of 
standard Koch product, 
There are 108 standard 


models in the vast Koch 


profitably sell the Koch line. Te aay on many poe 
territories are still open to aggressive sales organiza- 
tions. Write today for full particulars and prices. 


line, including display 
cases, coolers, vegetable 


cases, and refrigerators for 


REFRIGERATORS 


NORTH KANSAS CITY, MO. 


meats, bottled goods, 
flowers, bakery items, dairy 
products, etc. There isa 
Koch product to fill 
every need. 


FOR 1938 


shelf cases... 


you can step out ahead of all competition. 


WEW YORK OFFICE, G01 W. 26th St. 


_REFRI GERA r ORS 


A COMPLETE NEW LINE 


Fastest selling line ever offered to the trade. Completely 
covers the field. Pace-setting values in Top Display and 
Double Duty Cases— 6, 8, 10 and 12 foot lengths.. 
Delicatessen cases ... Reach-In Boxes eee 
Walk-In Coolers. All streamlined with striking modern 
beauty and engineered with latest improvements. 

With this new Tyler line of commercial refrigerators 


free literature and attractive dealer proposition. 


TYLER FIXTURE CORP. STREP Dept. R, NILES, MICH. 


CHICAGO OFFICE, 1683 W. Ogden Ave. 


WELDED STEEL 


-Two 


Write today for 


THIS IMPERIAL 


HIS flaring tool flares copper or 
brass tubing to make up S. A. E. 
flared joints without cracking or split- 
ting. When S. A. E. flared fittings are 
used a proper flare of the tubing is 
necessary to prevent leakage. This is 
especially true in refrigeration or air- 
conditioning work, when using refriger- 
ants such as sulphur dioxide, methyl 
chloride, freon, etc. The Imperial Flaring 
Tool No. 175-F, with its self-centering 
yoke, gives the proper flare to copper 
or brass tubing to make up S.A.E, flared 
joints on 3/16", 1/4”, 3/8", 1/2", 5/8” 
and 3/4” outside diameter tubing. 


@ Order from your jobber. @ 


IMPERIAL BRASS MFG. CO. 
565 S. Racine Avenue, Chicago, Ill. 


har EVERYTHING 


@ Wide ‘ange 2/ 16", ue OD. t b 


FLARING TOOL 


@ No vise required. 

@ No loose dies to get lost ¢ or misla 

@ Tubing can he be clamped, a 
removed in less than 30 se 


No. 175-F 
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17 Household Refrigerator Manufacturers 
Sold 148,726 Units In February 


The following 17 member companies 
f the Refrigeration Division of the 
National Electrical Manufacturers As- 
~ociation (Nema) reported household 
refrigeator sales for February, 1938: 
x Electrical Mfg. Co., Crosley 
Radio Corp., Edison General Electric 
‘ance Co., Inc., Fairbanks, Morse 
., Frigidaire Corp., General Elec- 
tric Co. Johnson Motors Co., Kelvina- 


- Nash-Kelvinator Corp., Norge 
Div. Borg-Warner Corp., Servel, Inc. 


(export only), Sparks-Withington Co., 
Stewart-Warner Corp., Sunbeam Elec- 
tric Mfg. Co., Uniflow Mfg. Co., Uni- 
versal Cooler Corp., and Westinghouse 
Electric & Mfg. Co. Member compan- 
ies not reporting included Merchant 
& Evans Co. 

The sales of the reporting com- 
panies do, however, include units man- 
ufactured for the following concerns: 
Montgomery Ward & Co., Potter Re- 
frigeration Corp., and Sears, Roebuck 
& Co. 


aa 


SALES FOR FEBRUARY, 1938 
Other Total 


Domestic Canadian Foreign World 
Lacauer (Ext.) Cabinets Complete 

4. CHES’ cece eee ce reece reece eer eccnceee 2¢* 2 113 113 
9 Less than 3 cu. ft......-.....eee eee 1 aan 7 8 
3, 3 to Res oda 24d windsor erase 1,973 34 706 2,713 
len. MEME Mis ineapassvicciasans 13,712 900 5,202 19,814 
5, 5 tc SE NE 54h ob bbe obs Oko 8 8 a8 28,236 800 1,668 30,704 
6. 6 te Re 5d ck ob wb Ra Rad rer 55,586 470 907 56,963 
1, 7 to Rd cas hip eb ale 6.4 06 * 10,144 92 357 10,593 
g, 8 to ens tb bs seat eesens 7,328 25 219 7,572 
to MD OB Bee... 2 hess conaceens 275 iad os 275 
40,138 cu. ft. and up..........eeeeeeeeee eee eee eee Sia 
Bis! LAMM 6. 55cc sc cevevncseeares 117,253 2,323 9,179 128,755 
~ porcelain (Ext.) Cabinets Complete 
BM t0 MOON: Bee... cess csssns sens. 280 5 17 302 
13. 5 to Ns 5.5 o.5 40 65-9 Weare aide Oo 3,040 91 174 3,305 
ED GA BU Bhs ses sescsansscs nes 7,987 31 136 8,154 
 & | Seer 2,286 6 38 2,330 
Rhy BOP MR Biss... caccnesieesecs 1,987 1 113 2,101 
17. 10 to lo NE: ; eer ere 319 2 pe 332 
18.18 cu. ft. amd UP.........seeeeeeoees 587 3 98 688 
19, Total Porcelain .........cccseccceess 16,486 139 587 17,212 
0. Total—Lines 11 and 19.............. 133,739 2,462 9,766 145,967 
21. Separate Systems % hp. or less..... 570** 84 490 4 
9, Separate Household Evaporators.... py f 32 946 2,755 
93, Total—Lines 20, 21, and 22......... 134,946 2,578 11,202 148,726 
o4, Condensing Units % hp. or less..... 309 31 1,168 1,508 
9%. Cabinets—No Systems.............. 13 ae 51 64 
Index Value* of Total Dollar Sales..... 126.1 448.9 149.9 128.9 


‘Based on weighted sales for 1934, 1935, and 1936. 
**Includes sales and credits of more than one company. 


Orders Booked For Air Conditioning In 
February Totaled $3,677,370, U. S. Reports 


Value of Orders Booked 


Item February, January, February, 
1938 1938 1937 
ee eaten ete er er eae hare ee ee er eee $3,677,370 $2,655,874 $4,786,037 
Air Conditioning Group—Total ..................... eee 2,095,876 1,257,908 2,711,461 
Unit Systems— 
Self-contained (shipped substantially complete).... 328,862 340,842 201,771 
Not self-contained (shipped in sections), 
including refrigerating or cooling medium........ 597,693 270,412* 781,665 
Central-station Systems, excluding installation 
if installed— 
Human comfort (including refrigerating or cooling 
medium sold separately or otherwise for 
| RR rare eer a) wre roe rer eee 825,996 412,979* 1,176,708 
Industrial (including refrigerating or cooling 
medium sold separately or otherwise for 
 .  r aere 119,977 20,225* 29,708 
Refrigerating or cooling medium sold to contractors 
or other distributing outlets (not manufacturing 
air-conditioning equipment) for air-conditioning 
systems, when such knowledge as to the applica- 
SO EN IIE 60.66.46 600s 004.505466 0008 o5 008 bs we 83,800 81,518* 302,533 
Air washers, including pumps and motors and 
Weer s WOES SUPIGMGE iisiscesiccvcccecsssecnees 46,855 30,470 37,595 
Air filters (not including sales or filters used with 
MOCHINGTY GUNOT THAN TANS). .occccecissrcccnccsions 19,527 24,878 20,747 
_ Humidifiers PERE REN ES CHRIST ST 3 Gos Lass ARSC EER RL CESS 73,166 76,584 160,734 
- A a er ree arene $ 973,683 $ 749,222 $1,360,567 
ans, including bearings, pulleys or couplings 
(if furnished)— staid 4 — 
For public and semi-public buildings............... 245,710 88,209 134,643 
For generab industrial uses ................ee0ee0ee 218,346 247,361 475,106 
Mer NGCMINONE CIOIE Koi sxi. vs dosevesrisccvrcesecens 47,126 47,691 289,287 
For jobbers’ stocks and unknown uses.............. 80,732 32,303 59,219 
Small housed and propeller fans— 
Direct connected small housed blowers with motors : 
and control (merchandise motors)................ 96,840 132,776 135,289 
Propeller fans, direct connected and belted (for 
. Ventilation. ns TEs hl Ee eee a ee 136,418 162,368 201,150 
~— - saaamamaaas for general use (not reported 
ve)— . 
Electric motors and controllers (manufactured 
Pd PO SSR AO ce TA ese eis e obs FERN USA Se3505 048 146,582 33,309 59,870 
am engines (manufactured or jobbed).......... 
_Steam turbines (manufactured or jobbed) Reese oe 1,929 5,205 6,008 
U nem 
ome oi. datity ciie Cok AD a0 v5.5 0k $ 607,811 $ 648,744  $ 714,009 
ustrial Type Unit Heaters, including heating 
element and motors where furnished— 
ptuipped with blower-type (centrifugal) fans...... 63,282 100,453 85,378 
— with propeller-type fans.................. 218,021 311,711 287,486 
" 001 Room Type Unit Heaters, including heatin 
- emment and motors and control where furnished.. 219,565 135,261 119,719 
pt Ao waa Surface (not including unit heater 
— Pipe coil type (manufactured or jobbed)...... . Serre 1,968 
Ze ‘von type (manufactured or jobbed)........... 3,545 3,847 19,243 
__<°Pper or aluminum type (manufactured or jobbed) 95,426 97,472 200,215 


"Includes 


ampers, outlets, etc., as are sold with each. 


controls, quncidental equipment, such as temperature, motor, humidity, and electrical 


Pond Heads Cincinnati 
Store Of F-M Outlet 


Boy CINNATI — Appointment of 

loan K. Pond as branch manager of 

— Inc., Fairbanks-Morse 

ged has been announced by 

Kar - Burckhardt, president, and 
Bu 


og ee vice president. 


16 years’ 
field, 14 
With Gen 
cently h 

inaw 


ond has a background of 
experience in the appliance 
years of which were spent 
eral Electric Co. More re- 
© Was general manager of 
Distributing Co. 


Wagoner Heads District 


For Kelvinator 


CHARLOTTE, N. C.—George E. 
Wagoner has been appointed district 
manager in the Carolinas for Kelvin- 
ator division, Nash-Kelvinator Corp. 


Mr. Wagoner succeeds Calvin D. 
Mitchell, who has become southeast- 
ern regional manager for Bendix 
Home Appliances, Inc. 

Several years ago, Mr. Wagoner 
was special Kelvinator utility rep- 
representative with Duke Power Co. 


CLASSIFIED 
ADVERTISING 


RATES: Fifty words or less in 6-point 
light-face type only, one insertion, $2.00, 
additional words four cents each. Three 
consecutive insertions $5.00, additional 
words ten cents each. 

PAYMENT in advance is required for 
advertising in this column. 

REPLIES to advertisements with Box 
No. should be addressed to Air Condition- 
ing & Refrigeration News, 5229 Cass 
Ave., Detroit, Mich. 


POSITIONS AVAILABLE 


tive literature. REX REFRIGERATION 
SERVICE, INC., 2226 S. State St., Chicago, 
Tl. 


DOMESTIC CONTROLS repaired. Ranco 
pencil $1.75; Ranco box $2.00; General 
Electric $2.00; Cutler-Hammer — $2.00; 
Bishop Babcock $2.00; Majestic $2.00; Tag 
$2.00; Penn $2.00. In business over 20 
years. Our name is our guarantee. 
UNITED SPEEDOMETER REPAIR CO., 
INC., 436 West 57th Street, New York City. 


REFRIGERATION SUPPLY Salesman. 
Prominent jobbing organization wants 
salesman for Ohio territory. Two years’ 
refrigeration experience and proven sales 
ability absolute requirements. Our or- 
ganization knows of this advertisement. 
Give complete details of your business 
experience in first letter. Answers con- 
fidential. Box 1028, Air Conditioning & 
Refrigeration News. 


POSITIONS WANTED 


A-1 SERVICE MECHANIC desires posi- 
tion with independent service company, 
distributor, dealer. Seven years’ experi- 
ence in field on commercial and domestic. 
Capable of handling own _ installation, 
wiring, motors, high and low sides, dry 
expansion. Experience with all popular 
gases. Fully equipped with car. Looking 
for a congenial connection. Go anywhere. 
Box 1034, Air Conditioning & Refrigera- 
tion News. 


SERVICEMAN AVAILABLE May ist. 
Married, 32. Twelve years’ experience 
including factory training with two major 
manufacturers, Frigidaire and General 
Electric. Commercial, domestic and air- 
conditioning, with a wide range in the 
appliance field. Best references. Fully 
equipped. Confident that qualifications 
will meet the most exacting requirements 
of employer. Box 1036, Air Conditioning 
& Refrigeration News. 


BUSINESS OPPORTUNITIES 


SALES MANAGER of well rated manu- 
facturer offering item used as original 
equipment on household and commercial 
cabinets open for representation of one 
additional line. Now has contacts in all 
manufacturing plants, plans to concentrate 
on sales to large midwestern household 
manufacturers during coming months. 
Particularly well equipped to represent 
organization manufacturing products for 
cabinet construction or trim—insulation, 
shelving, breaker strips, etc. Replies 
strictly confidential. Box 1029, Air Condi- 
tioning & Refrigeration News. 


A SOUTHERN (California refrigeration 
sales and _ service business near Los 
Angeles for sale. (Principally service) 
doing good volume. $1,000.00 will handle. 
Box 1033, Air Conditioning & Refrigera- 
tion News. 


FOR SALE--Well established air condi- 
tioning business in one of Florida's larg- 
est cities. Holds franchise of one of best 
known manufacturers. Splendid good will. 
Owner retiring, only reason for selling. 
Address Box 1035, Air Conditioning & 
Refrigeration News. 


FRANCHISES AVAILABLE 


COMPLETE LINE of refrigerator display 
cases, walk-in coolers, and refrigerators 
for meat markets, grocers, restaurants, 
etc. Sell with Ehrlich line of compres- 
sors, or with any other line of machines. 
Attractive discounts, also liberal financing 
arrangements to help sell. 69 years in 
business. Write for full information and 
catalog. EHRLICH REFRIGERATOR 
MFG. CO., St. Joseph, Mo. 


CONTROLS REPAIRED. You profit by 
our ten years’ experience, trained person- 
nel, and precision equipment. Each con- 
trol accurately calibrated and re-finished. 
Perfect work, prompt service, reliable 
guarantee. If it contain a_ bellows, 
Halectric can repair it. Try Warrenol for 
stuck compressors. Samples _ available. 


HALECTRIC LABORATORY, 1793 Lake-~ 


view Road, Cleveland, Ohio. 
PATENTS 
HAVE YOUR patent work done by a 


specialist. I have had more than 25 years’ 
experience in refrigeration engineering. 


Prompt searches and reports. Reasonable. 


fees. H. R. VAN DEVENTER (ASRE), 
Patent Attorney, 342 Madison Avenue, 
New York City. 


Catlett-Johnson Equips 
Richmond Theater 


RICHMOND, Va. — Catlett-John- 
son Corp., formerly Richmond York 
Corp., installed York air conditioning 
in the new Westhampton theater, 
which opened here recently. 


New-Type Deep Well 
Pump Introduced 


LOS ANGELES—A new type of 
deep-well turbine pump, having its 
motor below the turbine bowls, has 
been placed on the market by the 
Byron Jackson Co. 

Known as the Submersible pump, 
the device has a short propeller shaft 
and unusually long, small diameter 
motor. The turbine and submersible 
motor are attached to the discharge 
pipe, but liquid pumped does not 
come in contact with the electrical 
parts of motor bearings. These are 
inclosed in an oil filled case, equipped 
with a mercury seal where the shaft 
passes through at the top. 

One Submersible pump, installed in 
1929, set 450 feet in a well and 


‘ powered with a 50-hp. motor, still 


delivers its rated 250 g.p.m. against 
a 475-foot head. 


Rustin’s Adds Kelvinator 
In Columbia, S. C. 


COLUMBIA, S. C.—Rustin’s Furni- 
ture Store, 1715-17 Main St., has 
been appointed dealer in Kelvinator 
household and commercial equipment. 
Wallace Rustin is manager. 


THE BUYER'S GUIDE 


— 


‘J 


PIPE COILS 


ACME GUARANTEES 
(me All Steel Pipe Coils To Be Absolutely Free Pe. 


From Dirt And Free Scale 


The TWIST OF A SCREW DRIVER 


CORRECTS 


WHOLE SCALE » 


When a thermometer or gauge has the patented 


Marsh “RECALIBRATOR”, 


you simply turn 


the 
convenient RECALIBRATOR screw until the pointer 
is corrected at any point on the dial. The instrument 
is then correct at all points because the device 
compensates for the bourdon tube and actually 
re-calibrates the instrument. 
The Marsh line of thermometers, 
recorders cover all_ refrigerants, 
conditions. Ask for the big catalog. 

JAS. P. MARSH CORPORATION 

2067 Southport Avenue, Chicago, Il. 


and 


auges 
gaug pom | 


pressures, 


PRANCHISES WANTED 


ESTABLISHED MANUFACTURERS’ rep- 
resentative calling on the refrigeration 
supply jobbers in following territory: 
New Jersey, Pennsylvania, Delaware, 
Maryland, District of Columbia, Virginia, 
North Carolina. Can handle one or two 
additional lines on a commission basis, 
can warehouse. Box 1032, Air Condition- 
ing & Refrigeration News. 


EQUIPMENT FOR SALE 


FOR SALE: Several hundred brand new 
Delco and Wagner motors. Late model 
capacitor type, rubber mounted. Prices: 
60 cycles, 110 volts, % h.p., $5.00; % h.p.— 
$5.50; % h.p.—$6.00. Also other cycles and 
volt motors. Order early for best selec- 
tions. Above motors are subject to prior 
sale. INTERSTATE REFRIGERATOR 
CORP., 96 Fifth Avenue, New York City. 
Gramercy 7-6731. 


NEW ELECTRIC oven for refrigeration 
equipment. Cheap. THE BIMEL COM- 
PANY, Cincinnati, Ohio. 


REPAIR SERVICE 


$25.00 REWARD for the thermostatic or 
pressure control or valve we cannot re- 
build. We also rebuild all types of relays 
and electric controls. Lowest price, quick- 
est service. Guaranteed calibration and 
workmanship. Send for price list and our 
twenty-four hour service plan. INSTRU- 
MENT SERVICE LABORATORIES, 24 W. 
20th St., New York. 


100% SATISFACTION GUARANTEED— 
Hermetic rebuilding service. G.E.—West- 
inghouse—Majestic—U. S. Hermetic—etc. 
Our success in rebuilding sealed units is 
founded on these facts—10 years in the 
refrigeration industry—5 years’ concen- 
trated effort on hermetically sealed units. 
Customers in 37 states had hermetically 
sealed units rebuilt or exchanged by us 
in the past year. Complete factory equip- 
ment for precision rebuilding. One year 
guarantee on all rebuilt units. Exchange 
service available on most makes and 
models. Write for prices and descrip- 


DOORS THAT GLORIFY THE CABINET 


HE Ace 


modern 


improve the 
your cabinets 
obtained. 


“Loxit” units (doors, rails, 
jambs) are the last word in 
display 
door equipment. They not only 


Eight out-standing 
engineering features have won 


the enthusiastic endorsement of 


Rubber 
manufacturers and dealers. 


Hard 


Write for details of new standard 
closure lids and insulating rings for 
frozen foods cabinets, ice cream 
cabinets and soda fountains. Ameri- 
can Hard Rubber Co., 11 Mercer 
St., New York; 111 West Washing- 
ton St., Chicago, l.; Akron, Ohio. 


refrigeration 


appearance of 
but the service 


ACE “LOXIT® rarx> DOORS 


COMMONWEALTH 


Commonwealth at G.T.R.R. 


Not as a term of derision but as the most useful 
item on any refrigeration system NUTS are an 
important element. There is as much difference 
in brass nuts as there is between walnuts and 
filberts and if you need walnuts any other kind 
is never satisfactory. 


Commonwealth Nuts are designed for refrigera- 
tion. Made of hot forged brass they are planned 
to take any amount of abuse without letting go. 
They are truly “seepage-proof,” BUILT RIGHT’ 
TO STAY TIGHT. 


Nuts are not completely satisfactory as a diet, 
a little meat, bread and vegetables are indicated 
for a balanced ration. Commonwealth supplies 
every known type of flare fitting to equip any 
automatic refrigeration need. Tees, Elbows, Plugs, 
Strainers, Crosses, Unions, Connectors, etc. 


KNOWING HOW guarantee 


BRASS 


25 years of 
satisfaction. 


CORPORATION 


Detroit, Mich. 


= : _ a . ta bape 


ooh Rec ., e ge Paes 
> ae ae in Sn PA 3g ae aie er € gap = xe ae iS Saas NER honk nie . ie 6. ; Saas aro 4 th ~ ? ae 
sj i r © ‘ Oo a i : sits. "ee eee i? <s , ee a 3 ; PS See i A aeeere 2). z, ’ oS by sa 
emgee aes. 7 i ee a ees x Bite: = gaan oe A aed fess ae 
sas a ae Fas Be “4 ow eS a wae Cay. eee gree: ; 
OO Seti 
ee 
‘ing from 
e use of 
ets, it is 
d 54-inch a 
ize meta] | bes 
» and y. 
aS extra 
dent | | 
a | 
OrD., Leon = A Se 
D) Nasn-KRevinkato PTL ee ae 
f ~ | | ] ——_— pe 
tf Howell — : rtp 
te i — ee fF rrrrrr—C—CSC—sSY BT Pe 
a | a | 
Shooting ee ; 
is home. Se ae 
——$— 
0 \) SR aD e 
\ | a. 
/ ee rs 
N\ | 7 ue 
F | 3 - 
ania E elites, i 
—— CME INDUSTRIES, Ine. pip : 
— | Oia: ae 
a 
po — —— F 7 ae aT 3 fs % oes 
| # © hadi @ s 
| ae 
‘ a ° p) f nts a 4 
— = a mM 0 NS “ Rey vigeralion — 7a 
i a . 7" 
| re 
| a ae . 
_  }$—— 
| - ie 
——— | ee ) 
| — a RE TR | 
ee. s 
ae 
i, :_ ee é 
4 | Re 
a 
) 
“@ : ne ee ei trcereenianneenetnsienreeienpeisren | 
& 4 - 
, ———<— : ee 
2 a | r Bihan ee 
ee | | | | a 
lh | | 
: a 
- ae = vn. 
: 1 - . Be. ee Ohl ee feo 
Se FSS Boll ae be aed ot a 
is 3 : 


